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Announcement 


The new management of the Star League begs to announce 
that its purpose is to continue the liberal and progressive 
policies that have earned its phenomenal success hitherto, and 
to strengthen it still further in both the business and the 
editorial managements. We think that you will agree that 
the Star now compares favorably with the leading one-cent 
dailies of the country. Enlarged facilities have been arranged 
for in every news and mechanical department, and a metro- 
politan paper in all respects will be put out, including the 
Sunday magazine and comic colored supplements. 

The increase of subscriptions already pouring in, largely 
spontaneous, indicates an early gain of about thirty per cent. 
in circulation in the city of Indianapolis, and about twenty 
per cent. in the rural districts served by the Indianapolis Star, 
and also on the Muncie Star and Terre Haute Star. At Muncie 
and Terre Haute also the metropolitan features already spoken 
of will be added. 

The response of the public, in all three cities, to the im- 
provements in the three papers has been prompt and enthusi- 
astic, particularly among local advertisers. The outlook is 
for a year of growth equal to, if not greater than, that of the 
past, and we respectfully solicit your co-operation in the work 
of advancement. Mr. C. J. Billson will continue in charge of 
our foreign advertising department. 


J. C. SHAFFER, Publisher 
ERNEST BROSS, Editor 
G. A. McCLELLAN, Business Manager 


C. J. BILLSON 

Tribune Building, Chicago 
JOHN GLASS 

Boyce Building, Chicago 


Indianapolis, November 10, 1904 
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ov GOLD MARK PAPERS @0] 








(©©) Advertisers value these rs more for the class and ity of their circulation than for 
spe ane number of copies prin' Among the old chemists gold was symbolically represented by 


©.— Webster's Sialonery 


Out of a grand total of 23,265 publications listed in the 1904 issue of Rowell’s American Newspa- 
per Directory, one hundred and nine are distin co from all the others by the so-called gold 
marks (© ©), the a = which is exnlained abov 

The Sees for advertisements entitled to be listed ‘under this heading is 20 cents a line per week. 





WASHINGTON, D. C. BUFFALO COMMERCIAL (© Desirable 
Cf HE EVENING STAR (0), Washington, D.c, because it always produces satis a. results 





Reaches 90% of the Washi: S Nee, 


TRIBUNE (¢ ). ook r in Chicago re- 
ceiving this @oy 4 Cnty paper. ads bring 


tory 


BAKERS’ HELPER. oe , only “Gold 
Mark” baking journa © Oldest’ largest, ‘best 
known. Subscribers in ‘in every State and ertttosy. 


KENTUOKY. 

THE COURIER-JOURBAL ©.0), Loviorfie, 
daily, Sunda weekly. Not only 
classand fauailty of c of circulasion, but nieo ae 
While an old and ee aqventper it has 
never lacked p It was the first 
paper outside bi ew York city to introduce the 

ergenthaler linotype machine. It is carried 

special train of its 


SS ee ee of the — ae Blu om 

regi 8 alarger circ on in 

tory than any other daily. 
MASSACHUSETTS. 


BOSTON EVENING TRANSCRIPT (@©), estab- 
lished 1830. The only gold m gold mark daily in Boston. 


BOSTON PILOT (© ©). every Saturday. Roman 
Catholic. Jas. Fel ia a itor. r 


Te" NORTHWESTERN M MILLER 


and vy RH over F the wo i The 
only “Gold Mark” milling journal! (OO). 


NEW YORK. 
THE POST EXPRESS (©©), Rochester, N. Y. 
Best advertising medium in section. 


HARDWARE DKALERS’ yg 
9 A oe tome less than 7,000 (@@) 
T. MALLETT, Pub., 253 Broadway, N. Y. 


E NEW YORK TIMES (© ©), “Allthe news 
tneee fit to print.” Net circulation exceeding one 
hundred thousand copies daily free of returns. 


ELECTRICAL WORLD AND ENGINEER (© 9). 
blished 1874; covers foreign and domes 
electrical purchasers; ‘largest weekly circulation. 


CENTURY MAGAZINE (© ©). There area few 
pocete 5 in Kiang A community who know more 
the others. These people read the 

CanrUEY MAGASINE. 


THE BROOKLYN D DAILY EAGLE 


Sian one of of the yy in Greater New ct ne 


NEW YORK a ie ©). daily and Sun- 
oe. Established conservative, clean 
—- A ane newspaper, whose readers repre- 

ig power toa high- 
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3 advertiser. 


OHIO. 
CINCINNATI ENQUIRER ( Cresta 
ential—of world- ty yg Oe 
medium in prosperous figdie West. ene an 
information supplied by Beckwith, N.Y. “Chicago. 


PENNSYLVANIA. 
THE EITTSRURG DISPATCH ( 
Pa. Delivered in more homes in 
any other two Pittsburg newspapers. 


SOUTH CAROLINA. 
oom STATE (@0), Croatia, 8. C., reaches 
ery part of South Carolina. 


NOVA SC vee CAN. 
E HALIFAX HERALD (© ©) and the EVEN- 
ING MAIL. Circulation exce — 8 16,000, fiat rate 


ONTARIO, CAN, 

LONDON FREE fs (© 0). oaly, morning 
noon, evening Ontario. lensed me- 

dium, circulation map and rates on pron! g 

FREE PRESS PRINT TING OO., Ltd., London, Ont, 


wHE TORONTO | GLOBE (ce) 


= cant any BRIGHT & TRRER, Sew “Tort 
and Mt Chicago. Sworn circulation exceeds 50,000, 


». Pittsbu 
ttsburg t thas 
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») The response of the public, in all three cities, to the im- 
en provements in the three papers has been prompt and enthusi- 
x0, astic, particularly among local advertisers. The outlook is 


for a year of growth equal to, if not greater than, that of the 
past, and we respectfully solicit your co-operation in the work 
of advancement. Mr. C. J. Billson will continue in charge of 
our foreign advertising department. 


J. C. SHAFFER, Publisher 
ERNEST BROSS, Editor 
G. A. McCLELLAN, Business Manager 


C. J. BILLSON 

Tribune Building, Chicago 
JOHN GLASS 

Boyce Building, Chicago 


Indianapolis, November 10, 1904 
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BUTTERICK 
MOTTO 


If you sow |. 
good seed|s 
in good soil 
you havea 
right to ex- 
pecttoreap 
a big crop. 
































You can ONLY 
get a good crop 
of advertising re- 
sults by good advertisements in the best mediums, 














BEGIN BY SOWING YOUR SEED 
FOR THE YEAR 1905 BY USING 


The Butterick Trio 


(THE DELINEATOR—THE DESIGNER—NEW IDEA WOMAN'S MAGAZINE) 


with 1,500,000 circulation; read by 7,500,000 persons every 
month, Forms close December 10 for the February issue, 
which reaches these readers on January 10. Place your order 
direct or through your agent. 


FOR FURTHER INFORMATION ADDRESS 


THOMAS BALMER, Advertising Manager 


Butterick Building, New York 


W. H. BLACH, Western Adv. Manager, 200 Monroe St., Chicago, Ill. 
RANE REAR EH 
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ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., Post OFFICE, JUNE 29 1893. 
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A SERIAL ADVERTISEMENT. 

One of the cleverest advertising 
campaigns undertaken in New 
York papers for some time is the 
series of ads recently printed by 
the Lawyers Mortgage Company, 
47 Liberty street. .It was not a 
large campaign in point of copy or 
circulation. Less than a dozen ads 
were used altogether. All were 
single column, and the whole series 
combined measured less than 450 
agate lines. Obscure corners of 
the financial pages of the Sun, 
Times, Evening Post, Globe and 
Mail were the only showing given 
the ads, yet they have been widely 
read by the class of people the 
company wished to reach, and are 


* counted successful in every way. 


This campaign was really a tour 
de force in advertising argument, 
for in a series of ten one-minute 
talks it gives a good deal of the 
science of investing, as well as the 
factors that determine selection of 
real estate for mortgage invest- 
ments, and the way of watching 
such investments after they are 
made. To read the series is a lib- 
eral education in investments, as 
well as one in the art of saying 
much in little. While the ads 
never rise to argument, by their 
simple statements of fact in the 
form of questions and answers 
they constitute the best possible 
arguments. The series is repro- 
duced here in full: 


AN INVESTOR'S CATECHISM. 


Q.—What are the essentials of a good ia- 
vestment? 

A.—Ist, security; 2nd, rate of interest. 

Q—Can investors obtain both in large 
measure? 

A—No, They may choose*one or the 
other, but not both. 

Q.—When investors a few years ago turn- 
ed to Wall Street for quick profits, what 
Was the result? 


A.—A loss of between $4,000,000,000 and 
$5,000,000,000, ; 

Q.—What are the safest investments? 

A.—Government and Munitipal Bonds, 
Rallroad Bonds and Guaranteed Mortgages, 


{To be continued.) 


LAWYERS MORTGAGE COMPANY 
Capital & Surplus, $4,000,000 


12 Court Street, 47 Liberty Street, 
BROOKLYN. NEW. YORK. 
AN INVESTOR’S CATECHISM. 
2 


Q.—What are the strong points of 
Government Bonds? 

A.—They are the direct obligations 
of the United States Government, are 
immediately controvertible, and are cer- 
tain to be promptly paid. 

Q.—What are the weak points of Gov- 
ernment Bonds? 

A.—They have no tangible security, 
are not collectible by suit; in case of a 
change in the banking laws they would 
decline heavily in price, and they yield 
only from 1% per cent to 2 per cent. 

Q.—What are the strong points of 
Municipal Bonds? 

A.—Where they are the direct obli- 
gations of prosperous communities they 
are sure to be promptly paid. 

Q.—What are the weak points of 
Municipal Bonds? 

A.—They have no tangible security; 
legal proceedings cannot reach obstinate 
repudiating communities, and the best 
of them yield only 3 per cent to 3% 
per cent. 


AN INVESTOR’S CATECHISM. 


3 

Q.—What are the strong points of 
Railroad Bonds? 

A.—First Mortgage Bonds on the 
great railroads are secured by the enor- 
mous and steady traffic over these lines. 

Q.—What are the weak points of Rail- 
road Bonds? 

A.—Chiefly the difficulty of dis- 
tinguishing good from bad, the markct 
being filled with second, third, and four 
mortgage bonds, consolidated bonds, 
branch line bonds, collateral bonds, 
bonds with no _ collateral, car trusts, 
ete., etc. The general over-cap- 
italization is evidenced by the recurring 
spectacle in panic years of two-thirds 
of the railroads of the United States in 
the hands of receivers. 

AN INVESTOR’S CATECHISM. 


4 
Q.—What are the strong points of 
Guaranteed Mortgages? 
A.—They yield a greater degree of 
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safety with a higher nate ef interest than 
any other invéstment. 

Q.—Why is this true? 

A.—Because the soundest basis of se- 
‘curity is universal need, and land and 
buildings are absolute necessities for 
civilized existence. 

Q.—Are all Real 
good investments? 

A.—By no means. A large amount 
of land is useless and hence valueless, 
and all misplaced buildings are value- 
less, 

Q.—Is utility then the basis of value? 

A.—Absolutely. Utiity is evidenced 
by rent and rent capitalized is the sole 
source of value. 


AN INVESTOR’S CATECHISM. 


Estate Mortgages 


5 

Q.—What is the first step in lending 
on city real estate? 

A.—To view the city as a living or- 
ganism of which no part would be good 
for a perpetual loan, but of which select- 
ed districts furnish sure fields in which 
to .end for limited periods. 

Q.—What is the next step? 

A.—To divide all city property from 
x standpoint of universal utility into 
two classes, essential and non-essential 





property. 
Q.—What city property is essential? 
A.—Residcnces and _ stores, because 


men must have places in which to live 
and to work. f 

Q.—What city property is non-essen- 
tial? 

A.—AIl property which men can do 
without such as that used for amuse- 
ment, education, charities, etc.; also 
outlying vacant lands whose utility has 
not yet arrived. 

AN INVESTOR’S CATECHISM. 

6 

Q.—How may “essential’’ property be 
further subdivide 

A.—Store property into retail and 
wholesale (of which retail property in 
the principal shopping locations fur- 
nishes the best security in the city), and 
residences property into single dwellings, 
apartments, and tenements. 

Q.—What are the strong points of 
mortgages on single dweliings? 

A-High class dwellings are always 
in demand, social ambition creating a 
steady pressure towards fashionable 
neighborhoods. The chief danger is in 
lending on very expensive houses, which 
form a special risk. 

Vhat are the strong points of 
mortgages on apartments? 

A.—Apartments are increasing in de- 
mand owing to the attractiveness of the 
buildings, the avoidance of housekeep- 
ing cares and the possibility of living 
in a fashionable location without pay- 
ing rent for an entire house. The chief 
danger is the overdoing of this capital- 
istic development. 


AN INVESTOR’S CATECHISM. 
/ 

Q.—What are the strong points of 

mortgages on tenements? 

A.—The demand for tenements on 
the East Side constantly increases both 
from emigration and growth of popula- 
tion, and the area constantly diminishes 
as land is taken for bridges, parks, street 
widenings, etc. Added to the: economic 


INK. 


basis of workmen living near their em, 
ployment is the strong social clannish. 
ness of the various nationalities. Rents ° 
tend constantly upward and_probabiy 
will until the entire section is driven 
northward by the cncreqenrtts of busi- 
vast 


ness. Mortgages on Side tene- 
ments have a remarkable record for 
stability. 

AN CHISM., 


INVESTOR’S CATE 
8 


Q.—How are valuations of real estate 
obtained? 

A.—From two sources. 1st, by figur- 
ing separately the value of the land 
(from average sales) and of the buiid- 
ings (from current prices), and, 2d, by 
capitalizing the income at current rates, 

¥.—What are the difficulties of the 
individual investor at this point? 

A.—Lack of knowledge of sales, 
leases, and mortgages of surrounding 
property; inability to obtain exact facts 
as to rents and expenses, and lack of 
experience to correctly figure capitali- 
zation rates and judge property. 

Q.—How do those in the mortgage 
business cover these ‘pronode 

A.—The Lawyers Mortgage Company 
enters on large atlases every sale, lease, 
and mortgage made in New York and 
Brooklyn; its real estate experts and 
architects appraise the value of land and 
buildings; its examiners ascertain the 
facts as to income and expenses, and its 
officers pass upon the moral and financial 
strength of all bondsmen. 

AN aieenee? CATECHISM. 


Q.—After a intel is taken, how 
is an individual investor handicapped as- 
compared with a mortgage company? 

A.—By lack of time to watch his in- 
vestment, a frequent source of loss be- 
ing that of letting loans run as long 
as interest and taxes are paid. Added 
to the inevitable depreciation of the 
buildings there may be a gradual shift- 
ing of land values, which in time con- 
sumes the entire margin of security. 

Q.—How may investors avoid all pos- 
sibility of loss? 

—By purchasing mortgages guaran- 
teed by the Lawyers Mortgage Company. 

Q.—Are these mortgages good invest- 
ments of themselves? 

A.—Absolutely, and they are constant- 
ly taken on their merits by the most 
conservative investors in the city. 

iS —What added protection is obtain- 
ed? 

A.—The unqualified guarantee of a 
company having $4,000,000 of responsi- 
bility. 

O.—Of what do its assets consist? 

A.—Cash and New York City mort 
gages solely. 

-What liabilities has it? 

¥ ‘—None, other than its responsibility 
for outstanding guaranteed mortgages. 

AN INVESTOR’S CATECHISM. 

10 
—-Does any other company issue an 
unquatifed guarantee? 
—No. Other companies except 

“any depreciation In the mortgage secur- 
ity caused by fire, explosion, riot, war. 
tornado, earthquake, defect in title, or 
prior incumbrance.” 

Q.—In addition to giving the strong- 

(Continued on pag 6.) 
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Little Lessons in Publicity.—New Series.—D. 
“Want”? Mediums You 
Should Know About. 


General advertisers are interested in newspapers that are 
leaders in number of want advertisements carried. These papers 
are naturally close to the hearts of the great middle and buying 
classes and are “pullers” for any kind of advertising. When 
in doubt follow the “Wants.” Below is a list of high-grade 
afternoon home newspapers that stand alone in their respective 
cities as the leading want mediums. 


THE MINNEAPOLIS Figures prove that the Minneapolis 


JOURNAL carries the most want ads of any 


JOURNAL daily newspaper in the Great Northwest. 
Sworn circulation 65,000 copies daily. 








During the first six months of 1904 the In- 


THE INDIANAPOLIS 4ianapolis News printed 66,240 more classified 


advertisements than all the dailies of Indian- 
NEWS apolis combined. Sworn circulation over 
74,000 copies daily. 


The Montreal STAR carries more want ad- 


THE MONTREAL vertisements than all the other Montreal 


dailies combined. It reaches ninety per cent 
STAR of the English speaking homes of Montreal. 
Sworn circulation, 56,0co copies daily. 


The Baltimore NEws carries more want 


THE BALTI MORE advertisements than any other Baltimore daily 


and is recognized as the want-ad medium of 
NEWS Baltimore. Sworn circulation 54,000 daily; 
the largest in Baltimore. 


The Washington STAR carries double the 
amount of want ads of all the other Washing- 


THE WASHINGTON ton papers combined. Make comparisons any 


day. This paper reaches ninety-two and one 
STAR half per cent of the occupied white homes of 
Washington. 


If you are interested in publicity in any of the above-named 
cities, I shall be pleased to furnish information as to how you 
may reach the buying classes of each city with a single appro- 
priation. 

DAN A. CARROLL, 
Special Representative, 


Tribune Building W. Y. PERRY, Tribune Building 
New York (Western Manager). Chicago 
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policy issued, what else does the 
Lawyers Mortgage Company do? 

A.—It remits the interest twice a year, 
(whether collected promptly or not,) at- 
tends to the payment of taxes and as- 
sessments, maintenance of fire insurance 
and physical condition of the buildings. 

On -What is its charge for these ser- 
vices? 

A.—A uniform deduction of % per 
cent from the interest rate of the mort- 
gage, the investors receiving a net re- 
turn of 4 or 4% per cent. So sma!l a 
charge could not be made unless the 
mortgages were handled on a_ large 
scale, the clerical work alone costing an 
individual more than this sum, in ‘ad- 
dition to which there is the absolute 
guarantee of principal and interest. 


Guaranteed Mortgages 


THE LAWYERS' MORTGAGE. COMPANY 
is the only company issuing an unqualified 
guarantee. 

In addition to the guarantee attorded by 
other ¢ompanies; an ‘investor is protected 
against loss by 


DEFECT The Lawyers’ Mortgage Com- 
IN pany is insured by the Lawyers’ 
TITLE Title Ins. Co. 

Capital and Surplus . . $8,000,000 
The Lawyérs’ Mortgage Com- 
pany holds specific insurance in 
the strongest companies in the 
world, 





FIRE 


The Lawyers’ Mortgage Comi- 
pany could recover any damage 
by. suit against the civil  au- 
thorities. 


RIOT 


The Lawyers’ Mortgage Com- 
pany is under the protection of 
the United States Government. 


AND EVERY OTHER CONTINGENCY. 
Why Not Geta Full Guarantee? 


Capits! & Surplus. - $4,000,000, 
47 LIBERTY STREFT.. 


WAR 





These advertisements were writ- 
ten by Richard M. Hurd, president 
of the Lawyers Mortgage Com- 
pany, who is a believer in news- 
paper publicity for his concern and 
uses small spaces in the financial 
columns of the best New York 
da‘lies with a good deal of regu- 
larity. The material in the series 
is the concentrated essence of 
twelve years’ experience in selling 
guaranteed mortgages, and of 
studying the investing classes, 

Advertising mortgages is not a 
very promising proposition. First, 
the company has to compete with 
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the whole investment world of 
Wall Street, where investors will- 
ing to “take a chance” may make 
ten per cent or more on_ their 
money, as well as every railroad, 
municipal and industrial bond or 


stock, any of which may pay 
higher interest. The margin of 
profit for the company is small, 


being always a half of one per cent, 
no more and no less. Competition 
has cut it down to a point below 
the six-tenths of one per cent profit 
made on such transactions in 
France. Money in the form of 
guaranteed mortgages is really a 
staple. like sugar, and must be 
turned on as small a profit. But 
the security of this investment is 


Lawyers Mortgage 
Company. 





a $4,000,000 
pucumny 24,000,000 


The accepted European limit 
of Guaranteed Mortgages 
outstanding, based on a century’s 
experience, is twenty: times the 
Capital and Surplus, as againgt 
the aboveconservativeratio of six 
times.the Capital and Surplus. 

The. strength of a guarantee 
is largely: based on the ratio of 
obligations to Capital. 


47 Liberty Street. 


counted stronger even than that of 
New York savings banks, for the 
company guarantees both princi- 
pal and interest with its capital. 
This element cf security forms the 
one talking point, and how strong 
it can be made is shown in this 
series. 

Mr. Hurd says this series of ads 
attracted a great deal of attention 
to the company’s mortgages, and 
that he intends to publish the ads 
again im pamphlet form. Not only 
were results apparent from in- 
vestors, but there was considerable 
comment from bankers, brokers 
and others dealing in railroad or 
municipal bonds, who don’t exactly 
relish the attention given their own 
securities. This comment was all 
good natured enough, however, 

















Everything is fair in the financial 
district. The Lawyers Mortgage 
Company finds it best to advertise 
right after a depreciation of values 
in Wall Street, when investors 
there have been bitten by specula- 
tion and are turning to some stable 
form of security paying reasonable 
interest. When Wall Street is 
booming, however, mortgage ad- 
vertising does not pull so well, 
although it is always possible to in- 
terest a certain proportion of spec- 
ulators who are making money 
rapidly. Many operators in the 
Street regularly take their profits 
and put them into guaranteed 
mortgages. This form of security 
is sold | largely to savings banks, 


GUARANTEED MORTGAGES 


For Charitable Institutions, 








One of the best Known and most philan« 
ithropic men in New York recently said: 

“TI would not serve on the Board of Trust- 
ees of any Charitable Institution which in- 
‘vested ite funds in any mortgages other 
than GUARANTEED MORTGAGES,” 


Lawyers Mortgage Company 
CAPITAL AND SURPLUS $4,000,000 


47 LIBERTY STREET. 








too. The advertising is meant to 
attract investors who will buy 
mortgages worth from $5,000 to 
$60,000. The company makes a 
practice of converting sume mort- 
gages into certificates of $500, pay- 
ing four per cent, for the accom- 
modation of investors who have 
small sums to put into solid securi- 
ties, but advertising for small in- 
vestors is hardly profitable. The 
percentage of profit on this security 
is too small to pay the expenses 
of book-keeping and follow-up on 
such publicity. It is just as easy 
to attract investors with large cap- 
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ital. Most of the company’s pub- 
licity is aimed at those having 
trust funds to administer. 

The company’s business this 
year will reach $18,000,000. Last 
year it was $9,000,000. The in- 
crease is due partly to advertising, 
partly to the depression in Wall 
Street during the first half of the 
year, and to other causes. The 
grand total of money invested in 
New York every year, in all forms 
of securities, is estimated at several 
hundred millions of dollars. 

Mr. Hurd thinks the serial form 
of presenting such arguments has 
a distinct advantage over the meth- 
oc of printing the whole story in 
a single ad. These announcemenis 
could have been compressed in a 
column of newspaper space, but 
would have been too long to at- 
tract readers. Then, the single ad 
had only one chance of being seen, 
whereas the series has ten chances, 
An eyeful of argument per day is 
easily read and digested, while 
each ad is complete in itself. He 
will probably next offer a booklet, 
dealing with the company’s meth- 
ods of doing business in greater 
detail and showing typical loans. 
The company uses the daily papers 
mentioned above several times a 
week, its ads being small and usu- 
ally on the real estate pages. The 
cut-and-dried business card is 
avoided, and in each announcement 
is given some bit of truth about 
guaranteed mortgages that will 
have force with experienced in- 
vestors, 


Where Can You Equal It? 








I 85 cents flat or less than { cent 

Actua per line per 1,000 bona-fide paid 

Ave! circulation among thrifty Ger- 

Cire! ont man country ey, peagte—ne dead- 

162,062 | beats, n can 
be discontinued any time. 











Lincoln Freie Presse 


LINCOLN, NEB. 





Che Montgomerp 





a 


**Alabama’s Only Metropolitan Newspaper.’’ 


Sworn Net Paid Circulation for 1903: Daily, 11,071; Sunday, 15,051; 
Weekly, 13,567. Accorded Double Golden Symbol (@@) by 
The American Newspaper Directory. 


vy Advertiser. 

















8 PRINTERS’ INK. 


THE CATALOGUE HOUSE 
NIGHTMARE. 


The current number of the Jron 
Age and late issues of many of the 
hardware trade publications devote 
much space to the “catalogue 
house” quesiion, and it is expect- 
ed that this subject will be pretty 
thoroughly veatilated before the 
double convention of the National 
Hardware and American Hard- 
ware Manufacturers’ Associations 
at Atlantic City during the present 
week. 

The views expressed are both 
optimistic and the reverse, Some 
favor devising a plan to drive the 
mail-order houses out of business, 
and there are fatalists who declare 
that it is better to throw up the 
sponge and accept the inevitable. 
A writer in the Hardware Dealers’ 
Magazine, referring +o the conven- 
tion’s probable action in debating 
the matter, says: 

We think that they would do well to 
let the catalogue house question alone. 
We think they have done it full justice 
and the matter is not going to be solved 
or helped, in our judgment, by keeping 
it stirred up. Our iden is that certain 
articles can probably be distributed more 
economically through methods such as 
the catalogue houses employ than in any 
other way and such articles are sure to 
find this channel of distribution. The 
wide awake, thorough-going retailer is 
not going to have his whole business 
taken away by the catalogue house. He 
might just as well dry his eyes and go 
to work again. 

History repeats itself. Not long 
ago it was the grocers and the 
druggists versus the department 
store. It promised to be a battle 
royal, but, while it ended in the 
success of the department store, 
the grocers and the druggists are 
still doing a profitable business at 
the old stand. And this same 
happy adjustment of conditions 
and proportioning of trade will 
doubtless be the outcome of the 
present antagonism against the 
catalogue houses. Unquestionably 
there are more of them yet to 
come, and those that already exist 
will grow in strength and scope; 
yet in the end the retailers of the 
identical articles which the mail- 
order houses handle as_ their 





“leaders” will be better off than 
they were before this seeming 





catalogue calamity came 


them. 

As a careful observer of changes 
in business conditions as brought 
about by advertising I should like 
to make a few remarks which | 
hope will throw some additional 
light on the subject in hand, and 
bring us to a better understanding 
of the situation, the factors which 
have led up to it, and how they 
may be expected to shape them- 
selves in the future. Speaking of 
the changed methods of reaching 
the buyer the Jron Age says: 

For years there was no catalogue 
house question, although the catalogue 
houses were in active operation, sending 
goods far and wide and becoming firmly 
established as distributers of merchan- 
dise which formerly reached consumers 
through other channels. 

In this I believe lies the mistake, 
False supposition, false conclusion. 
The merchandise, or at least the 
majority of it, did not reach the 
buyer through other channels, For 
most of it there was no demand. 
until the mail-order houses created 
that demand by their attractive ad- 
vertising. They educated the buy- 
ers, and inspired within them a 
desire for home comforts as well 
as luxuries concerning which they 
might otherwise have lived a life- 
time in ignorance and with no 
sense of loss or inconvenience, 

People in country places, which 
are lacking in the temptations of 
the show-window and the bargain 
counter, never thought of purchas- 
ing a Morris Chair until they were 
told, by the advertisements of the 
catalogue houses in the mail-order 
papers, how comfortable it is for 
the farmer to rest in such a chair 
after his day’s work is done, or for 
grandma, after her life’s activity 
is done. It was a new idea, but 
after some _ consideration the 
Morris Chair was purchased, and 
with it came the catalogue. Then 
the catalogue house which sent the 
nice easy chair for grandma got 
an order for its up-to-date baby 
carriage, with rubber-tired wheels 
and wire spokes. The old car- 
riage was good enough, even if it 
did have clumsy wooden wheels. 
and might still have answered for 
another generation; but the cata- 
logue educated the buyer and made 
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a purchase seem imperative that 
really was not necessary at all. 

So the new baby carriage made 
its appearance and was pushed 
noiselessly to and fro by grandma 
in her easy chair. Then into this 
same house came a piano. There 
was no one to play it. But the 
little girl could use it some day, 
and would want it. She might as 
well begin learning now. And 
then, too, for all time to come 
would not the parlor’s setting be 
enriched by a princely ornament? 
How natural that the piano should 
be closely followed by the arrival 
of the Venetian lamp, needed for 
ornamentation more than for light. 
And in this way, by this natural 
process, came many other articles 
—things not necessary, things 
which the master of this household 
never would have gone in search 
of, had he not been educated to a 
desire for same by the advertising 
of the catalogue in his favorite pa- 
pers—the mail order publications. 

A writer in Judicious Advertis- 
ing says: 

The wunexampled prosperity of the 
rural population has brought with it the 
desire for more of the luxuries to which 
their prosperity entitles them. 

The tremendous buying power of the 
farmer of to-day is a factor to be taken 
into account by every general advertiser, 
whether his goods be classed among the 
necessities or the luxuries. 

Dollar wheat, and the correspondingly 
- prices of all products of the farm 
will put millions more into the pockets 
of the farmers. 

Ask any country banker how deposits 
compare with previous years and he 
will tell you that all records have been 
eclipsed. gi 

More money comes to the 
homes; the mail-order man calls 
for it, and he gets it, and he is go- 
ing to get it, even though all the 
retailers in the world protest 
against his methods. No legisla- 
tion, no appeal for sympathy will 
check the flow of money from the 
tural buyer to the catalogue 
houses. If the “other fellows” 
want his business, or a_ liberal 
share of it, they can get it only by 
inviting him, through advertising. 

The catalogue houses have done 
great educational work, and it 
seems to me that their coming into 
the field is really the knocking of 
Fortune and Opportunity on the 
closed door of the retailer and 
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manufacturer. Shakespeare pos- 
sibly was thinking of a similar sit- 
uation when he wrote: 

When fortune means to men most 


goo 

She looks upon them with threat’ning 

eyes, 

From an editorial in a late issue 
of “Hardware” I take the follow- 
ing paragraphs: 

“The crops have turned out to be 
much larger than we could have antici- 
pated, with the promise of being market- 
ed at prices that will make the farmers 


happy. : 

“Orders have been flooding the fac- 
tories to bring stocks up to a standard 
where all orders may be filled promptly, 
so that nothing may be lost to the gen- 
eral business, and showing by the fre- 
quency that the stocks are depleted to a 
larger extent than usual.” 

These conditions and indications 
bespeak wealth in the rural dis- 
tricts, and it is naturally assumed 
that the catalogue houses will pro- 
fit enormously, through their ex- 
cellent system of advertising, by 
the lavish expenditures which will 
be the logical outcome of this ac- 
cumulation of wealth. On the 
same editorial page appears an able 
comment on the report of the Joint 
Committee, which report apparent- 
ly blames the manufacturer for the 
inroads which the catalogue houses 
are making into the business of the 
retailer, and does not receive the 
full approval of the editor of 
“Hardware.” In ‘his closing para- 
graph he says: 

When the country retailer cleans up 

his store, arranges his goods tastefully 
and makes his place of business one in 
which both men and women will feel 
comfortable; dresses his windows and 
spends a little money on paint and 
rinters’ ink; keeps his stock and his 
nowledge of it up to date; then, and 
not till then, will he have such a control 
over the trade in his neighborhood that 
the catalogues of the mail-order house 
will no longer occupy the place of the 
family Bible on the farmer’s table. 

If you will notice, he suggests 
that the retailer spend a little 
money on printers’ ink. In other 
words, advertise. Let him do some 
educating himself and, by all 
means, take advantage of the edu- 
cational work already done by the 
catalogue houses. The Joint Com- 
mittee censures the manufacturer 
who sells.to the catalogue people. 
and seems to think that the suc- 
cess of the latter is due to the 
“crime” of the manufacturer in 
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supplying them with goods. As a 
matter of fact, their success is due 
entirely to advertising, and if the 
manufacturers did not supply them 
with the goods desired they would 
produce it themselves, at a still 
lower cost, thereby making pos- 
sible even more serious cutting of 
prices. Besides, the independent 
manufacturers, those who are not 
in the Association, must be met on 
their own ground. If the members 
of the Association refused to sell 
to the catalogue houses such ac- 
tion would only reduce their pro- 
fits and add to those of the in- 
dependent producers. Anything of 
this kind is out of the question. 
In its report the Joint Committee 
Says: 

More than ninety-five per cent of the 
Hardware, Cutlery and Sporting Goods 
sold in the United States is distributed 
through jobbers and retail dealers. 

If the retailers distribute ninety- 
five per cent of the goods in the 
above named classes, it would 
seem rather unreasonable for them 
“to protest against the catalogue 
houses capturing the other five per 
cent, inasmuch as the latter con- 
cerns have surely created enough 
new business to more than make 
up, in the share tl.at naturally falls 
to the retailer, for the loss of this 
original and trifling five per cent. 
Continuing, the same report de- 
clares that: 

The methods of distributing goods 
through jobbers and_ retailers, and 
through catalogue houses selling direct 
to consumers, cannot exist side by side. 
Either one system or the other must 
prevail. 

I do not believe that it is neces- 
sary for either to fall. But one 
thing is sure, that as long as peo- 
ple live ten, twenty, fifty or a hun- 
dred miles from the big store in 
the big city the mail-order house 
will flourish and continue to in- 
crease the scope and proportions 
of its business. And it is equally 
true that so long as these condi- 
tions maintain (and when will 
there be an end to them?) the 
entering of this same field by manv 
manufacturers of standard grade 
goods, through advertising and the 
practical use of the mails, will be 
attended by a great increase in pro- 
fits and in volume of business. 


The Advertising World says: 


Farmer comes to your 


“When Mr. 
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store, fastens his horse at the door or 
nearby, or still better, in your horse-shed 
and comes in, have a cheerful word of 
welcome for him. Call him by name; 
give him the freedom of the whole place. 
In doing this, don’t be over officious, so 
as to annoy or embarrass him. Remem- 
ber how ill at ease some over-zealous 
clerks have made you feel on past oc- 
casions, and avoid frightening him away, 
while yet never neglecting him. Have 
a comfortable chair for him where. it’s 
warm in winter and cool in summer; 
and a seat for his ‘sisters and his 
cousins and his aunts’ when they chance 
to drop in with him. They’ll be apt to 
come oftener, and we must remember 
that the farmer’s wife steers the farm- 
er’s buying. Entering the shop, very 
likely after a long ride, such thought: 
fulness will be appreciated, and it costs 
more in planning than in time or money. 
In any event, these people are very 
human, like the rest of us, and respond 
to attentions extended to them in good 
spirit, sincerely, heartily and without 
fuss and pretension. 

Yes, that is true. As the same 
writer says, Uncle Abner’s whisk- 
ers may be long, but so is his head; 
and if his coat is common, so is 
his sense. He knows a good thing 
when he sees it, he knows good 
treatment when he gets it. The 
Joint Committee declares that the 
retailer cannot meet the prices of 
the catalogue house. If that is 
true, the position of the catalogue 
house is an enviable one, indeed, 
for the farmer. buys more goods 
than any other class of citizens. 
He has more money in the savings 
banks, his needs are constant, and 
to him the mail-order house goes 
for business. 

Yet. there is a “catalogue house” 
question, on the surface, and it 
must be answered. Answered it 
will be, by the only sound and 
practical way—by advertising. 

In a recent issue of Printers’ 
INK the Kalamazoo “factory to 
house” stove man says that in its 
third year of existence his com- 
pany is selling, by the mail-order 
system, half a_ million dollars 
worth of stoves per annum. I 
note his advertisement, and also 
those of three other mail-order 
s‘ove concerns in the Ellis papers. 
These four stove houses talk to. 
through these papers alone, two 
million ‘people, through other pa- 
pers Probably to ten million more 
people, every month about the ex- 
cellent qualities of their respective 
productions, Soon the “Garland” 
stove, or some other standard 
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make, will go into this same field 
of millions of “mail-order buy- 
ers,’ as they are called, and in 
doing so it won't hurt its dignity 
and it won’t hurt the re‘ailer. 
Only, more stoves will be sold. 
Stove manufacturers who are now 
beginning to feel the inroads made 
into their business by the opera- 
tions of the catalogue houses must, 
for self protection, go into the 
enemy’s camp—advertise in the 
mail-order papers, which reach the 
rural millions who cannot or will 
not buy their stoves that are on 
display in the stores of the cities. 
They must tell of their good 
qualities to the same millions who 
are listening to the “stove talk” 
of the catalogue houses—show 
them that there are other stoves, 
and better stoves, if they really are 
better. In any event, command at 
least investigation. And if the new 
article is meritorious this investi- 
gation will bring at least a share 
of the business which otherwise 
would have been utterly lost. 

The mail-order houses realize 
that honesty is the best policy. 
They give what they promise, with 
a second order in view. The mail- 
order publisher who was the most 
decried in the fraternitv for giv- 
ing space to questionable adver- 
tisements no longer caters to the 
business of Tom, Dick and Harry. 
The big, legitimate houses want 
his space. Most of these publish- 
ers, and particularly the leading 
ones among them, are more dis- 
criminating in their selection of 
business than the daily papers. I 
know of one case where a New 
York mail-order publisher refused 
an advertisement offered by a 
Cuban plantation enterprise having 
a United States Senator on its 
Board of Directors, simply because 
the company’s promises depended 
for fulfilment upon the outcome of 
ten years’ operations, and the pub- 
lisher, realizing the difficulties 
which might arise during such a 
period of time, thought it the part 
of wisdom to save his readers 
from possible loss. 

The mail-order papers are in a 
class by themselves. They are cri- 
ticised by some exnerts who do not 
understand the rural field, because 
they publish “patent medicine’ ad- 
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vertisements and allow the use of 
heavy borders, black headlines and 
vivid illustrations. This very fact, 
this style of typographical treat- 
ment, makes them more valuable 
and enables them to appeal more 
strongly to the class of readers 
represented by their great circula- 
tion. 

These same readers are good 
buyers of patent medicines because 
the doctor is seldom near at hand, 
and they have the good sense to 
get for ten cents what would cost 
them two dollars if the doctor 
were asked to call. The farmer 
knows, too, that the doctor would 
order him to stay in bed all day. 
He would rather work during the 
day and let the medicine work at 
night, “while he sleeps.” 

The November issue of Profit- 
able Advertising says that: 

“Mail order papers are unique in that 
they give their readers what they actual- 
ly want, instead of what the publisher 
thinks they ought to want. It is this 
policy that makes these papers strong 
advertising mediums for all kinds of 
goods.” 

And so it is. These papers are 
no art sheets, no Kipling or Hall 
Cain stories; they look out for the 
commercial advantage of their 
patrons first. A good many manu- 
facturers have lost opportunities 
because they have been told and 
made to believe that it is not digni- 
fied to appear among patent medi- 
cine advertisements, presumably 
on the theory that a man is known 
by the company he keeps. This is 
not a good business argument. 
Such advertising pays the cata- 
logue houses, for in exchange for 
it they pay tens of thousands, yea 
hundreds of thousands of dollars 
every year to mail-order papers of 
just this description. Nor is it a 
case of the catalogue houses going 
in where angels fear to tread. 
They simply get a tremendous por- 
tion of their business from a class 
of readers who like this sort of pa- 
per, and any old established and 
reputable house may do likewise. 
Besides, people who might be 
shocked by seeing your advertise- 
ment in such papers will never be 
so shocked, because they do not 
take and do not read papers of this 
class, The advertiser who avoids 
the mail-otder papers because of 
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any of the considerations just 
given makes a mistake. 

The catalogue houses will not b2 
driven out of business. Mail-order 
selling is in its infancy. It is a 
profitable field for the big mer- 
chandising house as well as for the 
manufacturer. A great many will 
soon take advantage of it. Let us 
not forget, however, that the 
growth of our country is about 25 
per cent every ten years, and the 
needs of the rural buyers increase 
in even greater proportion. All of 
which makes it quite apparent that 
the future field for the catalogue 
house is rich in possibilities more 
than it ever has been. Still the re- 
tailer won’t be driven out of busi- 
ness either. WuiLL1Am Borsopt. 


—_—_+2+ 
WHO IS WHO IN THE GLASS- 
HOUSE? 


New York, Nov. 10, 1904. 
Editor of Printers’ INK: 

I have always given Printers’ INK 
credit for being absolutely fair and un- 
biased in every statement appearing in 
its columns. I have been almost a con- 
tinuous advertiser in PrinTERS’ INK, not 
only using it for the papers I formerly 
represented, but having given it a page 
every issue since taking charge of the 
Derrick Agency. 

Perhaps, therefore, you can imagine 
my surprise at a little editorial slap at 
me which appeared in your issue of 
November oth. The worst feature of 


this is that it is false. Mr. Carrington 
has never been the editor of the 
American Advertiser and ,he did not 


say that the American Advertiser was to 
be used as the business periodical of 
the Paul E. Derrick Advertising Agency. 

I feel sure you are only too glad to 
correct a misleading statement which 
appeared in your editorial columns and, 
according'y, I give you some facts here- 
with. Last week I purchased the Ad 
Man’s Helper, a magazine for retail 
merchants, and the American Advertiser, 
a publication for general advertisers. 
Thrse two have been consolidated and 
will be issued in future as the Amert- 
can Advertiser. I own every dollar 
in both publications and am now nego- 
tiating for several others. I am the 
publisher of the Amer‘can Advertiser, 
Mr. Charles J. O’Malley is the general 
manager, and Mr. John M. Forbes is the 
editor. Mr. Carrington is not connected 
with the Advertiser in any way. 

The Paul E. Derrick Advertising 
Agency does not own a dollar in the 
American Advertiser. It is my personal 
property and will be conducted along 
very high-grade lines. It will be made 
the leading’ advertising journal of the 
world and I am prepared to spend 
money, time and such talents as I pos- 
sess to bring this about. It will not 
be used as so many trade journals are,— 
for graft. It is a dignified, legitimate 
exponent of all that is truest and best 
in advertising. ‘ 

I trust we are both fighting with one 
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end in view, to give the public a clean, 
honest publication, the columns of which 
cannot be purchased and which are used 
— to help place advertising on the 
high plane it should occupy in the 
commercial world. 

That I am owner and publisher of the 
American Advertiser is no reason why 
I shall_not continue to use PRIntERs’ 
InK. But if any bricks are thrown in 
my back yard, I shall throw them back 
with all the force I can command. You 
probably know the story of the man in 
the glass house. 

Wishing you all the success you per- 
sonally deserve and that your great 
publication demands, I am 

Very truly yours, 
M. Lee Starke. 

What may have prompted Mr. 
Starke to write the above letter 
was the following editorial liner in 
Printers’ INK for November goth: 

Mr. Carrington, of the American Ad- 
vertiser, says that his paper is now 
used as the business periodical of the 
Paul E. Derrick Advertising Agency. 

It goes without saying that the 
paragraph was published in good 
faith and the only surprising feat- 
une appears to be the attention 
which it attracted. The informa- 
tion came to PRINTERS’ INK from 
a perfectly trustworthy source and 
in a letter to Mr. Carrington, the 
Little Schoolmaster’s informant 
writes as follows: 

“You said that Mr. Starke had pur- 
chased the balance of the stock of the 
American Advertiser, and that here- 
after it would be published by him; 
and I certainly understood that it would 
be published in the interest of the Der- 
rick Agency, because I stated to you at 
the time that this fact might interfere 
with its usefulness, unless it was handled 
with care. I did not suppose for one 
moment that I was breaking any con- 
fidences in mentioning this fact to Mr. 
Zingg during a conversation on adver- 
tising matters in general.” 

PRINTERS’ INK does not go out 
of its way to look for trouble, nor 
does it carry a chip on _ the 
shoulder. Its mission is one of 
service to advertisers, and if in 
discharging that duty a fight is 
necessary it never tries to evade 
one. 


‘ sdlibinss 
IT ALWAYS DOES. 

Myron W. GreeENeE, Banker, 
Wilder Building, 
Rocuester, N. Y., Nov. 9, 1904. 

Editor of Printers’ INK: 

Inclosed please find my draft on N. 
Y. for $1.00 in. payment of six months’ 
trial subscription to Printers’ Ink. I 
have. just received a sample copy under 
date of Oct. 26 issue, which I find pre- 
sents some valuable suggestions. 

Yours very .truly, 
Myron W. GREENE, 
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HIS ONLY AD-SCHOOL. 
Joun RicHarpson, 
Real Estate “Snaps” Farm and City 
Property. 
607 Sixth Avenue, 
Cuirnton, IA., Nov. 9, 1904. 
Editor of PRINTERS’ INK: 

Enclosed find check of $5 for which 
send Printers’ INK one year to follow- 
ing: E. M. Highlands, Gas Co., Clinton, 
la, Henry S. Towle, Towle-Spreter Co., 
Clinton, Ia.; Henry Richardson, Bar- 
ber, Clinton, Ia.; W. L. Hale, Grocer, 
Clinton, Ia.; John Richardson, Real 
Estate, Clinton, «Ja. Kindly acknowl- 
edge draft—separate receipt to each, 
mail to me. \ 

Just what I wanted “A price I could 
pay.” Little Schoolmaster has_ truly 
been a great teacher to me. I have 
“Borried and Begged” copies, cause I 
didn’t have the money, $5 to spare. It 
has taught me the principles of ad 
writing. It’s been my “‘only ad school.” 
I have made a success of my real 
estate business by successful advertis- 
ing. Clinton merchants and newspaper 
men say “I’m It” on real estate ads— 
I must have got “an awful reputation” 
as I had requests for sample ads from 
Ohio, Michigan, Utah, California and S. 
Dakota. So on October 28th I got a 
copyright on a book “How to Adver- 
tise Real Estate,” size 5'%4x8—10 or 
twelve pages “talk,” over 100 my or- 
iginal ads no two alike—just what every 
real estate man will want. Retail for 
$1, in press now. Will mail you one 
as soon as out, Respectfully, 

Joun RICHARDSON. 
—— +o 


A GOOD ARGUMENT. 


Crarion Hovse, 
J. M. ALEXANDER, Proprietor, 
CLARION, IA., Nov. 14, 1904. 
Editor of PRinTERs’ INK: 

You wish to know the general opinion 
if $5 a ycar is too high for PRINTERS’ 
InK and I answer the same in the spirit 
of good will for your publication. Permit 
me to say that I am a traveling man 
selling a line that requires very little or 
no advertising, but I enjoy your paper 
because to my notion it 1s more than 
advertising; it seems truth, common 
sense and education in general. I 
wou-d subscribe for your paper if it was 
$2 as I like it and I know there are 
hundreds, no, thousands of my calling 
wiio would possibly subscribe to it. This 
alone would help to bring you a large 
circulation, because there is no better 
advance agent than the traveling man! 
Do you know, that I belicve the Satur- 
day Evening Post receives more help 
from the traveling men than anything 
else? I see on the trains every one of 
the boys has one as soon as they come 
out! Maybe they don’t talk about that 
paper to their customers, hotel men, 
railroad men and the public! It would 
‘pay you to try and get their subscrip- 
tions first! I write you this because I 
am an admirer of your work and believe 
me intend tc remain. 

Your well wishing 
Cart GAcn. 

Care of Taussig Co., 238-40 FE, Ran- 

dolph St., Chicago, Ill. 
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A LIFE MBMBER. 


NorTHWESTERN MvtuaL Lire Insur- 
ANCE COMPANY. 
of Milwaukee, Wis. 
Cutcaco, ILL., Nov. 11, 1904. 
Editor of PRINTERS’ INK: 

Herewith find money order for $2 to 
renew my subscription for PRinTers’ 
Ink which expires the 18th inst. As 
you will observe I am a solicitor of Life 
Insurance and not an advertiser, but I 
am decidedly interested in the subject 
of advertising. At $2 a year I think 
you can count on me as a life sub- 
scriber, but at $5 a year I think it 
would be out of my reach. 

Yours very truly, 
Epwin g JEweELt. 


A GENUINE BARGAIN. 
Men’s and Boys’ Clothing, Shoes, Hats, 
Furnishing Goods. 

Hanrorp, CA., Nov. 4, 1904. 
Editor of Printers’ INK: 

Inclosed find our draft on receipt of 
which enter our name for one year’s sub- 
scription to Printers’ Ink. We have 
long been an admirer of yours having 
“borrowed” our copy from the “editor” 
and others. The “five spot” was a little 
too strong for us but now we jump 
eagerly into the fold with the feeling 
that at $2 we have secured a genuine 
dargain. Yours very truly, 

Rice, Stearns & Co. 








_ 

An attractive circular announcing the 
new brew of ale is sent to the trade by 
the Bunker Hill Breweries, Charles- 
town, Mass. 











@ The Sixth Annual Book 
Number of the Chicago 
REcoRD-HERALD will appear 
on Saturday, November 
twenty-sixth, the only special 
book number issued by this 
paper in 1904. 

{ It will contain a compre- 
hensive resumé of recent 
publications—-carefully class- 
ified—a guide for the book 
buyer. It appeals to the pro- 
gressive publisher who wishes 
widestand most effective pub- 
licity in the holiday season. 

{ More publishers’ advertis- 
ing appears in THE REcorp- 
HERALD than in any other 
newspaper in the entire West, 
where there is unexampled 
growth and prosperity. 
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SPHINX CLUB PROCEED 
INGS. 


OF SILVER LOVING 
CUPS TO MR. FREDERICK JAMES 
GIBSON, SECRETARY, AND WAVER- 
LEY W. HALLOCK, TREASURER. 


The 67th dinner of the Sphinx 
Club of New York will linger long 
and pleasantly in the memories of 
its members, their wives, sweet- 
hearts and guests. It was held in 
the beautiful Myrtie Room of 
the Waldorf-Astoria on Election 
Night, November 8, 1904. Covers 
were set for over two hundred. 
A fine musical programme was 
rendered, and the pretty Japanese 
Souvenirs, furnished through the 
courtesy of Messrs, Vantine & Co. 
were. greatly admired. Tables 
were aglow with the gorgeous hues 
of the many-tinted Chrysanthe- 
mum, 

Mr. Seymour Eaton, founder of 
the Booklovers Library and pub- 
lisher of the Booklovers Maga- 
sine, delivered an interesting ad- 
dress on advertising. Mr. Eaton 
said in part: 

I have allowed my name to go with 
my work, not for any personal publicity, 
but simply because it pays. J have 
learned, as you have, that the personal 
e'ement is the strongest element in all 
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advertising. Lipton’s Teas, Hearst’s 
American, Wanamaker’s Store, and 
Douglas’ Shoes are bigger successes 


than they would have been had the per- 
sonal element been. covered up. A 
partnership is not a personal element. 
Wanamaker & Co. would not be so ef- 


fective as John Wanamaker. The peo- 
ple know individuals. They want to 
know individuals. If they have any 


kicking to do—and the American people 
enjoy kicking; it is a mistake to run an 
enterprise so perfectly that prople have 
no chance to kick; it’s bad business— 
if people have kicking to do they prefer 
to localize their kicking. It is mighty 
unsatisfactory, for instance, to kick 
Adams’ Express Company—yes, or the 
New York Crntral Railroad. 

Last evening I gathered a grip full of 
judicious advertising and_ profitable ad- 
vertising, and sensible advertising, and 
various other assortments, to get myself 
primed for to-night. I tried my _ best 
to dig out some matrrial, but finally 
gave it up. I am afraid that it was an- 
other case of the Irishman trying to plav 
a Chinese laundry bill on h’s flute. I 
am here, then, to-night, not to wn'oad 
upon you any new theories of adver- 
tising. There are no principles so ab- 
solutely sure that they can be shouted 
from the house-tops. 

Good advertising and good politics 
eight years ago mav be very poor ad- 
vertising and very poor politics this 
year. If the American people remained 
the same: if business conditions re- 
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mained the same; if education and so 


ciety and the weather remained the 
same; then the advertising of last year 
would apply this year. ut it doesn’t. 


The point of view is different. We are 
in a continuous turmoil of change. The 
successful advertiser must live right up 
even with the clock. An advertisement 
that made a big hit last year may fall 
flat and dead this year. There is in 
everything a fullness of time; seasons 
when the fruit is ripe; periods when all 
conditions seem to lend themselves to 
success. The advertiser must have dis- 
cernment sharp enough and vision clear 
enough to know the year and the month 
and the day of the month in which th 
pople are not only living, but in which 
they are thinking. 

If you wil excuse reference to my 
own business, I will give you an in- 
stance that happened nearly five ycars 
ago when the Booklovers’ Library was 
being established in Boston. Some 
knowledge of our methods and reputa- 
tion had preceded us. We opened a 
nice shop on fashionable Boylston street, 
We arranged our books in a most at- 
tractive artistic manner and _ proceeded 
to invite membership in the library by 
sending out engraved invitations to en- 
roll therein. I procured, or had _ pro- 
cured for me, the addresses of all the 
prominent people of Boston and _ its 
suburbs. In sending out these engraved 
invitations I gave orders to send one to 
every fifth house on each street only. 
If Mrs. Brown and Mrs. Smith, for in- 
stance, received an invitation to become 
a member of the Booklovers’ Library, 
and afterwards learned that Mrs. Jones 
or Mrs. Robinson had not received a 
like invitation, it multiplied the value of 
their invitation by ten. <A little later— 
a week or so later—we filled in the gap 
by sending Mrs. Jones and Mrs. Robin- 
son invitations to join the Booklovers’ 
Library, and, sure enough, they flocked 
into our shop to enroll without delay. 
This, I think, illustrates the desire on 
the part of the people for exclusiveness. 
It was bad business, however, on our 
part, and if I had to do it all over again 
T would not do it in that way, because 
we enrolled as members of the Book- 
lovers’ Library thousands of people who 
had no more appreciation of books 
than they had of symphonies or art. It 
was good advertising but poor business. 
There is something in human nature that 
likes negative conditions. Just say to 
the people “Don’t” and they want to in 
the worst way. 

I know an advertiser who was sending 
out letters making a special book prop- 
osition to clergymen. He got very poor 
returns. Two weeks after sending the 
first letter he sent a brief follow-up 
letter asking if the first letter had been 
received. By some mistake this follow- 
up letter was sent to some hundreds of 
clergymen who didn’t get the first letter. 
Nearly every one of them replied that 
they did not receive the letter referred 
to and asked what it was about. He had 
made a discovery. It was the follow- 
up letter he should have sent first. He 
is doing that now and the results are 
ten times as good as they were before. 
Tt simply shows the contrariness of 
human nature. 

I said to Mr. Bok one day that if I 












ur 


4 
)- 
r 
e 
p 
n 








were he I should publish two or three 
miserably poor journals and then a “bang 
up” good one just to break the monot- 
ony. He didn’t agree with me—at that 
time—but I am convinced that my theory 
is right. If you have a really good pub- 
lication you make it better by contrast. 
The American people don’t want an 
absolutely sure thing. They, love a 
little uncertainty. They appreciate sur- 
prises. They delight in the spirit of 
gamble. They prefer to take chances. 
The things which never slip a cog are 
not the biggest winners. The steam- 
ship line which never lost a passenger 
does not capture all the trade. 

In any advertising which I have to 
write, in any announcements which I 
have to make, I am careful always to 
say what I think, or rather what I feel, 
and to say it in every-day understand- 
able English, and in a plain, straight- 
forward sort of a way. A man wrote 
to me the other day offering to correct 
my grammar. He said that he had a 
college degree from Harvard and a post- 
graduate degree from John Hopkins. He 
informd me that I split my infinitives 
and that for a man in my position it 
was very unfortunate. He could be of 
great help and would do the work for 
$5,000 for the first year. He asked me 
to wire reply. I told him that I had as 
much right to make grammar as Ben 
Johnson or Shakespeare, and that if he 
chased my infinitives for a week he’d 
get mighty sick of his job. 

Advertising isn’t grammar, it isn’t pic- 
tures, it isn’t type, it isn’t top-of-the- 
page position. Advertising is news. It 
is the stuff which makes people talk—or 
swear. If you can’t make friends, make 
encmies. Do something to create an In- 
terest. For every two enemies you 
make you will make one friend. People 
love to talk and to take sides. After 
you have interested 90,000,000 of people 
you will have 60,000,000 of enemies and 
30,000,000 of friends. Thirty millions 
ought to satisfy any one, Good ad- 
vertising is news, but not daily news. 
Naval battles and earthquakes would 
fose their interest if they happen- 
ed every day. By a wise newspaper ar- 
rangement, they come off at convenient 
intervals. Get your advertising in dur- 
ing the intervals, between the great 
news events. I wouldn’t give five cents 
a line for an advertisement in to-mor- 
row’s newspapers containing the result 
of the Presidential eYection. 

I gave a two-column advertisement 
last spring to Mr. Armstrong, of Arm- 
strong & Powers, Philadelphia, with the 
order attached, stating that if during 
the night the Japs sank. another bunch 
of Russian warships my advertisement 


- was to be held over. No advertiser can 


compete with a war or with the burning 
of a theatre or a steamship, or even 
with the reports of a Presidential elec- 
tion. But if you can put in a newsy 
piece of advertising when news is scarce 
your copy is just as good as news and if 
it isn’t, it’s your fault, or the fault of 
your goods. And if you can make news 
out of your advertising, the daily news- 
paper is the place to print it, simply be- 
cause it is the place where people ex- 
pect to find news. Of course, if your 
advertisement isn’t news, but is simply 
the picture of a pretty girl, or the 
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Statue of Liberty or the rock of Gibral- 
tar, or some newly coined dictionary 
name, use the magazines, or the board 
fences, or anything else that will pre- 
sent your idea attractively and effective- 


y- 

You can’t write the advertising of a 
house and make it news unless you 
actually love the business. Your adver- 
tising is not a thing apart from your 
enterprise. It is your enterprise. Suc- 
cessful advertising is enthusiasm and 
pluck and aggressiveness and the other 
qualities which ring true and genuine 
and sincere. It is a contagion which 
you yourself create and which if sin- 
cerely spread’ no power under Heaven 
can stop. 

The surprise of the evening was 
then sprung—the presentation of 
the exquisitely beautiful loving 
cups by the members of the Sphinx 
Club to Mr. Frederick James Gib- 
son, the secretary, and Mr. Waver- 
ley W. Hallock, the treasurer, as a 
token of the Club’s gratitude for 
long, faithful and efficient labors 
in its welfare. 

Mr. P. A. Conne, the Chairman 
of the Committee on the selection 
and presentation of the cups, made 
the presentation speech. 

Mr. Hallock’s acknowledgment 
was as follows: 

Mr. Gibson is a much larger man than 
I and should have been called upon to 
speak first. You who know me best 
know, how utterly unable I am to talk, 
especially after one of these Sphinx 
Club dinners. : 

Mr. Conne has said many nice things 
about Mr. Gibson and_ myself—things 
that I am sure we both highly appreciate, 
and these more than compensate us for 
whatever work or worry we have had 
in solving Sphinx riddles or conducting 
its affairs, and are enough to warrant 
further hard work on our part in the 
future in the interests of the club. 

It’s nice to know that one’s labors 
are appreciated; it stirs one to renewed 
efforts. 

Mr. Gibson is really the Father of the 
Sphinx Club, and to him the lion’s share 
of the honors belong for whatever has 
been achieved in the past. : 

I thank you heartily for this beauti- 
ful loving cup, and for the sentiment 
which it so aptly expresses. | 

Mr. Gibson said: 

This is a great surprise to me. I 
positively knew nothing about this lov- 
ing cup, which you are so kindly giving 
me, until this moment. I assure you, 
however, that, surprise or no surprise, I 
deeply appreciate the kindness and 
thoughtfulness that prompted the club 
in the er of this exquisitely 
beautiful work of the silversmiths’ art. 

am certain that I shall always look 
hack to the present moment as one of 
the proudest of my life. s 

The Sphinx Club, as you know, is 
and always has been 7 near and 
dear to my heart. Originally. started to 


work out practically a certain theory, 
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it has, like most similar organizations, 
had its ups and downs until, as you 
know, it is now one of the greatest 
organizations of its kind in the whole 
world. 

Mr. Conne was kind enough to say 
that all this has been accomplished by 
my efforts. This, I think, you will see, 
on serious reflection, could not well be 
the case. This is no one man’s club, 
and I am sure that any club that has 
had as its President such men as M. M. 
Gillam, Artemas Ward, Geo. P. Rowell, 
and H. B. Harding, to say nothing of 
that genial man of genius, George H. 
Daniels, the latter of which gentlemen 
has so ably filled the position for the 
past three terms, and whom _ we still 
have the honor of having for President, 
—does not need the services of such a 
humble worker in the cause of advertis- 
ing as I am. 

A handsome booklet, Egyptian in 
design, in keeping with the im- 
mortal Sphinx after which the 
Sphinx Club was named, prepared 
under the personal supervision of 
Mr. C. H. Bayer of the Presenta- 
tion Committee, was then given to 
each person present. The booklet 
contains fine, half-tone pictures of 
the cups and portraits of Messrs. 
Gibson and Hallock, together with 
“an appreciation” which is here 
re-printed : 

Upon a common purpose and concert- 
ed action an organization depends for 
its well being and perfection. Since 
the most universal quality is diversity 
of opinion, factions are apt to be born 
within the body, each of which, blinded 
to the true spirit and principle of the 
organization, sets up for itself false and 
iconoclastic tenets. From this disrupt- 
ing and destroying influence, the Sphinx 
Club is and ever has been free. Per- 
haps the condition is due in part to the 
manner of men of which the club is 
composed. Certain it is that the con- 
dition has been established and main- 
tained for the greater part, through the 
influence and effort of Waverley W. 
Hallock, treasurer of the club, and F. 
James Gibson, its secretary, by precept 
and practice. These gentlemen have 
conducted their respective offices, since 
the very inception of the club, with an 
administrative power tempered by wis- 
dom and good judgment, with loyalty 
and unselfishness, with honor to them- 
selves and to the club, serving its best 
interests even to the detriment of their 
own. i 

In recognition and appreciation of this, 
the club has caused to be wrought two 
loving cups, one to express to Waverley 
W. Hallock, and one to F. James Gib- 





son the gratitude of the Sphinx Club 
for the faithful and able conduct of 
his office. 


A unanimous vote of thanks was 
tendered Mr. Conne and the other 
members of the Presentation Com- 
mittee for the able and tactful 
manner in which they had handled 
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the matter of the selection and 
presentation of the loving cups to 
Messrs. Gibson and Hallock. 
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CAN’T DO WITHOUT IT. 
W. J. Woopsurn & Son, 
Manufacturers and Importers, Adver- 
tisers’ Requirements, 
218 Board of Trade Building, 
MontTREAL, Oct. 26, 1904. 
Editor of Printers’ INK: 

Referring to the article on page forty- 
five of October the roth issue, headed 
“From New Zealand” I am heartily in 
accordance with Mr. Hean’s remarks 
— for an index to Printers’ INK, 

I have had a similar experience to 
Mr. Hean’s with one of the largest man- 
ufacturers of this city, and since then, 
I have had my stenographer index those 
articles which interest me in each issue 
for future reference. This is not al- 
together satisfactory and is costly. 

I sincerely hope that you will adopt 
Mr. Hean’s suggestion. 

I will send in a few days a subscrip- 
tion to your valuable paper including 
a copy for each of our selling staff as 
our firm feels that we cannot ailow our 
salesmen to be without your paper. 

Yours very truly, 
W. J. Woopsurn & Son, 
C. J. Woodburn, Sales Manager. 
scaigiialbenaids 

THE American Agriculturist claims to 
have the largest bona fide list of paid 
subscribers of any agricultural weekly 
in existence, 95,463 being on its books 
at the last count in May. This repre 
sents a circulation, according to the 
publisher, of 100,000 copies. he paper 
circulates in New York State, Pennsy)- 
vania, Ohio, New Jersey, Maryland and 
Delaware. 


—_+o+ 
UNSOLICITED TESTIMONIAL. 








GENTLEMEN—IT IS WITH GREAT PLEASURE 
THAT I INDORSE YOUR BREAKFAST FOOD. 
I NEVER MISS IT WHENEVER OPPORTUNITY 
AFFORDS, 












PRINTERS’ INK, 


= Advantages of 
the Composite Ad-Service 





















This company is the originator of the “com- 
posite service.” 


The “composite service” is a double agency 
service at a single agency service cost—the com- 
bined work of a strictly professional service agency 
collaborating with a perfectly equipped placing agency. 


The Ethridge Company has the largest and most 
diversified art and editorial departments under one 
management of any professional service agency in 
the United States, but it p/aces no advertising direct— 
its arrangements with prominent placing agencies 
enable it to offer the ideas, consultation, and work of 
twice as many competent men as the advertiser gets 
in a single agency, and each unit of this “composite 
service” by a specialist. 


This “composite service” is the newest and most 
advanced idea in the advertising field. 


THE NATURAL FOOD COMPANY (shredded 
wheat products) was one of the first to see the value 
of such a service, and its immense appropriation for 
1905 is to be handled on a “composite service” 
agreement. 


Among other accounts now running on the same 
basis are the MERRELL-SOULE COMPANY (None 
Such Mince Meat), the SIMMONS HARDWARE 
COMPANY and the FOX TYPEWRITER COM- 
PANY. 


There are many highly valuable advantages to be 
gained by this unique arrangement, and we would 
like to explain them to every interested advertiser. 


. 


THE GEORGE ETHRIDGE COMPANY, 


No. 33 Union Square, New York City 








PRINTERS’ INK. 


—The Booklovers Magazine— 







New York: 150 Nassau Street 








Increase of Rate 


Just a year ago we announced an increase 
in our advertising rate from $125 to $150 a 
page. We intimated that if the magazine 
continued to grow in public favor and in cir- 
culation we should advance the rate consist- 
ently with such progress. The ‘‘Booklovers” 
is bigger, better, and greater than it was a 
year ago; it costs much more to produce and 
it gives increased value to the advertiser. The 
new rate will be $200 a page beginning with 
the March, 1905, number, and an average 
monthly circulation of 145,000 copies will be 
guaranteed for the magazine advertising year 
beginning March, 1905. Advertisers will be 
privileged to reserve space at the present 
rate of $150 a page up to and including ihe 
February, 1906, issue (one full year) provided 
that some of the space so reserved is used in 
the March issue. A discount of ten per cent. 
is allowed on all orders of three or more 
pages; this is the only discount, and it makes 
the present yearly rate $135 a page. 

The fact that the last three issues of The 
Booklovers Magazine have each contained over 
100 pages of paid advertising is the best 
proof of its value as a medium of publicity 
among well-to-do people. 


The Booklovers Magazine 
Advertising Departmer.t: 1323 Walnut St., Philadelphia 











Chicago: Marquette Building 
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The Symbol of Service 


—the symbol of the Paul E. Derrick 
Advertising Agency. Mere “agency” 
service and our service are two totally 
different things. The mere agent getsa 
contract, sky-rockets a “plan,” gets any 
sort of “rates, prepares words, orders 
plates, sends plates to the publisher 
and the bill to the advertiser—zhat d:// 
part 1s his specialty. 








Study of goods in hand, careful 
space-buying, keen copy, prompt at- 
tention to every need of the man who 
spends the money—¢hat zs the Derrick 





specialty. 

The success of our clients is our 
proof. Let us talk advertising horse- 
sense with you. 





The Paul E. Derrick Advertising Agency 


New York London Paris Berlin Cape Town Sydney Buenos Aires 
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ADVERTISING COUNTRY 
REAL ESTATE. 


Following the collapse of every 
boom in Wall Street there is 
always heavy investment in real 
estate. Perhaps no period in the 
history of our country has seen so 
much real estate activity as now 
exists, after a season of inflation 
in stocks. Prices of city realty are 
high, and will probably go higher. 
Farming land, on the contrary, is 
held at reasonable terms, and 
offers tempting opportunities to 
settlers and investors, as well as to 
real estate men who will promote 
it properly through advertising. 

The real estate man’s greatest 
outlay at all times is his advertis- 
ing expense. During the super- 
ficial dull times of a Presidential 
year, and in other slight reverses, 
it is the common proceeding to 
cut down this item. There is, con. 
sequently, a falling off in the in- 
quiries, and this the real estate ad- 
vertiser often takes as an indica- 
tion of his far-sightedness, never 
for a moment considering what re- 
sults might have been had the ex- 
penditure been increased instead 
of reduced. “Hard times” in the 
money market ought to mean in- 
creased activity on the part of the 
real estate man, for they indicate 
a general distrust of less stable in- 
vestments. There is always plenty 
of money seeking a safe place after 
a squeeze in Wall Street, and a 
little argument will often induce its 
owners to put it into the solidest, 
safest investment known—the land, 

The dealer in country realty and 
farm lands is usually an advertiser, 
but his advertising is seldom effec- 
tive. It may bring replies, yet 
after he has followed these up with 
a formal circular, under one cent 
postage, and received no further 
inquiries, he decides that his ad- 
vertising merely interested curiosi- 
ty seekers. As often as not, his 
stereotyped printed matter fails to 
give information, and is of a char- 
acter to raise doubts as to his busi- 
ness standing. Not a line of in- 
formation about his locality is in- 
cluded, and even specific requests 
for such information fail to bring 
it. He seems to think that as long 
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as he sends a bare list of the prop- 
erties he’ has for sale he has done 
his whole duty. _ He may add 
under one or two items some 
such phrase as “This is a snap!” 
But the real information a buyer 
seeks is lacking. 

What does the buyer of country 
realty want to know? Many 
things. The population of the 
nearest town and nearest county 
seat are important in buying 
a farm. The general character 
and proportionate nationality of 
the people are also of moment, 
and so are facts about local 
industries, reasons why _ they 
are located there, topography of 
surrounding country, nature of the 
soil, comparisons of properties the 
agent is offering with those that 
have recently been sold and are 
paying their purchasers good in- 
comes, nature of crops, whether 
grain, root or fruit, authoritative 
data regarding every crop that can 
be profitably grown in the neigh- 
borhood, average yields and com- 
parisons of profit on a basis of the 
value of the land, educational and 
marketing facilities, climate, rain- 
fall, prices of land generally, rea- 
sons why values are going up, the 
least amount of money necessary 
to secure a good start, the area 
of land required for profitable 
‘farming, prices of commodities, 
stock, farm labor—these and a 
hundred other things the buyer 
of farm property wants to know 
before he will enter into further 
correspondence, much less pay rail- 
road fare for a personal inspection 
of the agent’s offerings. 

Half of the prospective buyers 
who answer a real estate advertise- 
ment are uncertain themselves as 
to what they want in the way of 
a property. They know they wish 
to purchase a farm that will pro- 
duce a living and a little more, but 
if asked to describe their idea of 
such a property they would be at 
a loss. It is the agent who should 
know what will suit. He must 
take the initative in the transac- 
tion, giving in this letters and 
printed matter such information as 
will aid in making a_ selection. 
Printed literature ought to take the 
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form of an encyclopedic treatise on 
the locality in question. Matter 
should be attractively presented as 
well as exhaustively complete in its 
facts, and should be written from 
the standpoint: of showing how a 
newcomer to that locality can sue- 
ceed there. Equally interesting 
and convincing letters should keep 
the matter alive in the inquirer’s 
mind while he is digesting printed 
facts, and he should never be 
abandoned until it is certain that 
he will go no further in the trans- 
action. 

The average farmer who con- 
templates a change in location, or 
the man who wishes to begin farm- 
ing, usually answers a number of 
“For Sale’ ads. Naturally, the 
agent who makes the best impres- 
sion in his first letter, receives the 
further attention of the inquirer, 
while others are usually forgotten, 
Out of a mass of miscellaneous re- 
plies, cold, formal, incomplete as 
to information, forbidding as to 
terms, there may be one that 
astonishes the inquirer by its. in- 
formation about some very fertile 
region—one, perhaps, that he has 
not heard of before, or has re- 
garded as a wild and wooly locali- 
ty. It is the agent who sends such 
matter who hears again from the 
inquirer, while competitors put the 
latter down as a curiosity seeker. 

An impression of this sort can 
be made on the inquirer’s mind 
with actual photographs, showing 
the country in full verdure, the 
cattle in’ the fields, the horses 
standing fetlock or knee deep in 
grass, representative seeding and 
harvest scenes, substantial farm- 
houses and out-buildings, a few of 
the best dwellings in the nearest 
town, an outing scene showing the 
recreative side of life in that re- 
gion, and so on. The last named 
will seem superfluous to the lack-a- 
day realty agent because it isn’t 
business, but it is just accessories 
that turn the scales of decision. 
No experienced agent will ever 
omit them. They say to the in- 
quirer, plainly that drudgery is 
not essential to success, and that 
he is going among bright, happy 
people. 

In every community there is one 
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country real estate agent who 
stands out head and shoulders 
above the rest, just as there is a 
best lawyer, and a physician who 
gets the lion’s share of local prac- 
tice. This is the agent who is 
careful to the point of being finicky 
in preparing his printed matter, 
who takes pains in his correspond- 
ence, who tries to know the people 
he is dealing with, at a distance, by 
studying those around him, and 
who is not afraid to make a bid 
for business on a national basis in- 
stead of a local. Some successful 
agents refuse to operate national- 
ly, arguing that even when people 
are interested at a distance they are 
likely to be intercepted en route by 
other agents, or diverted to better 
known dealers in his own locality. 
But if the first catastrophe occurs, 
the agent can lay it to the fact 
that he didn’t make a strong 
enough impression in his corre- 
spondence, while the latter danger 
can be abolished by amicable co- 
operation with local dealers. Of 
course, like everyone else who de- 
pends upon newspaper advertising 
for success, the country realty man 
must have something to sell. Un- 
less he invests his good advertising 
appropriation to exploit properties 
that the average land seeker wants 
his success will be brief. 

It is the experience of most 
country realty men that their best 
results come from advertising that 
reaches people in small towns— 
seldom from the cities. Many of 
them wonder why they cannot in- 
terest the thousands of immigrants 
who land in the United States 
yearly and settle inthe cities. 
They look rather hungrily upon 
this raw material, and have tried 
many ways and mediums to reach 
the Pole, the German, the Scandi- 
navian, Italian and Irishman. But, 
as a matter of fact, the immigrant 
has not enough capital to under- 
take farming on his own account. 
When he leaves the cities, it is to 
work temporarily for railroad con- 
tractors, and if .a settlement is 
made in some farming community 
he becomes a farm laborer instead 
of an independent farmer. Here, 
however, the country realty man 
will eventually find him in the 
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field as a purchaser. Where im- 
migrants in the cities have _ac- 
quired sufficient to buy a farm they 
have also contracted the habit of 
living in cities, and seldom leave. 
Their money goes into a small 
business. Native Americans in the 
cities who would move to the coun- 
try are usually like the newly ar- 
rived emigrant—too poor to do so. 
The comfortably well-to-do city 
American with no country experi- 
ence regards farm life as some- 
thing to be avoided. 

There is a steady trend to the 
country, and particulariy to the 
Wesi—much larger than appears 
on the surface. It is a systematic 
nicvement, and the realty dealer 
who hopes to make advertising pay 
him must follow its successive 
stages. Mechanics, clerks and lab- 
orers keep moving to cities of 
smaller and smaller population, 
each migration being undertaken 
in the hope that competition in 
their trade will be decreased. 
Presently their environment be- 
comes so impregnated with rural 
thought and life that they turn 
their attention to the farm, There- 
fore the residents of small cities are 
the best buyers of farm lands, In 
them the country real estate agent 
finds his material ready made. 
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For this very reason, too, he should 
be painstaking in answering in- 
quiries from advertising, for his 
inquirers are well posted. The 
prospective buyers are there, and 
advertising in the right mediums 
will reach them. The profit from 
advertising turns altogether on 
forceful correspondence and _per- 
sistent follow-up—CHaArLes H, 
Ioyp, 116 Nassau Street, New 
York City. 


Glue Talk is a little monthly periodi- 
cal sent out to furniture manufacturers, 
mantel makers, piano and organ manu- 
facturers and similar concerns to intro- 
duce the product of the American Tan- 
ners’ Glue Company, Gowanda, N. Y. 
Views of the plant are shown and 
techncal descriptions demonstrate, what 
makes for quality in glue. This com- 
pany should have no difficulty in stick- 
ing to advertising, and the kind of ad- 
vertising in Glue Talk is a good kind 
to become attached to. The editorial 
work is in charge of Needham & Avery, 
Buffalo. 











A FiIsH net design having some re- 
semblance to a saline web adorns the 
cover of a booklet from George H. 
Powell’s ad school, New York. It 
illustrates the title, ‘Some Net Results,” 
and the text is given up to pictures and 
experiences of successful graduates, 
+o 

A BOOKLET from the Musician, a 
monthly magazine for music teachers, 
students and music lovers, gives a long 
list of publications offered as subscrip- 
tions by the publishers, Oliver Ditson 
Co., Boston. 
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HOW THE P11 TshURG ‘£1: 0ST ’’ FEATURES ITS MEMBERSHIP IN THE STAR GALAXY, 


Pe Br Pr 


THE ONLY ONE IN PITTSBURG. 


[N Pittsburg, Pa., Ze Post is the orily 

<< newspaper which possesses the guar- 
antee star, which signifies that the pub- 

4 lishers of the American Newspaper Di- 
rectory will pay one hundred dollars forfeit to the 


first person who successfully controverts the accu- 


circulation statement as 


given in the 1904 issue of the American Newspaper 
Directory.—Printers’ Ink, New York. 
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(A_Roll of Honor 





(SECOND YEAR.) 
No amount of money-can buy a place in this list fora paper not having the 


requisite qualification. 


Advertisements under this caption are accepted from publishers who, accord- 
ing to the 194 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement, duly signed and dated; 


also from publishers who for some reason failed 


to obtain a figure rating in the 1904 


Directory, but have since supplied a detailed circulation statement as described above, 


covering a pe 


riod of twelve months prior to the date of making the statement, such state- 


ment being available for use in the 1905 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL or Honor of the last named character are marked with an (>). 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


Announcements under this classification, if entitled as above, cost 20 cents per 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly in 
advance. Weekly, monthly or quarterly corrections to date showing increase of circulation 
can be made, provided the publisher sends a statement in detail, properly signed and 
dated, covering the additional period, in accordance with the rules of the American News- 


paper Directory. 
ALABAMA. 


Anniaton, Evening Star. Daily aver. for 1903, 
1,551. Repuvlic, weekly aver. 193, 2,216, 


Birmingham, Ledger. dy. Average for 1903, 
16,670. st 6 mos. ’04, 19,852, E.Katz., 8.A.,N.Y. 


ARIZONA. 


Phoenix, Republican. Daily arerage for 1903. 
6,088. Chus. T. Logan Special Agency, N. Y. 


ARKANSAS. 
Little Reck, Arkansas Methodist. Anderson 
& Millar, pubs. Actual average 1905, 10,000, 


Little Rock, Baptist Advance, wy. Av. 1903, 
4,550. Nine mouths ending Oct. 27, 1904, 5,111. 


CALIFORNIA. 

Freano, Morning Republican, daily. Aver. 1903, 
5,160, ‘st 9 mus, ’94,6, 299. EH, Katz, 8. A., N.Y. 

Mountain View, Signe of the Times. Actuai 
weekly average for 1903, 82,842. 

Redianda, Facts, daily. Daily average for 
1903 1.456, No weekly. 

San Franelixeo, Cail, d’y and §’y. J. D. Spreck- 
els, Actual daily a ay year ending Sept., 
1904, 62,106; Sunday, $6,780. 

San Jose, Pacific Tree and Vine,mo. W.G 
Rohannan. Actual average, 1903, 6,185. First 
three months, 1904, 8,166, 


COLORADO. 

Denver, Post, daily. Post Printing and Pub- 
ishing Oo. Average for 1905, 88.798. Average 
or August, 1904, 45,064, Gain, 8,716. 

&@ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 


CONNECTICUT. 
Hariford, Times, daily. Average for /903, 
16,509. Perry Lukens, Jr., N. Y. Rep. 
Meriden. Morning Record and Republican. 
daily average for 1903, 7.582. 
New Haven, Evening kegister. daily. actual 
av, for 1903,18,571; Sunday, 11,292. 


New Haven. Qoidsmith and Silversmith, 
monthly, Actual average Jor 1903, 7,817. 


New Haven, Palladium, daily. Arerage for 
1903, 7,625. E, Katz, Special Agent, N. Y. 


New Maven. Union. Av. /9:, 15,827. first 9 
mos. 1904, 16,008, HEH. Katz, Special Agent, N. Y 

New London. Day, ev’g. Aver. 1903, 5,618. 
June, 1904,6,049. £. Katz, Spec, Ad, Ayt., N. Y. 

Norwalk, Evening Hour. Daily average year 
ending June /, (94, 8,188 (3). 

Nerwich. Bulletin, morning. Arerage for 4903, 

988; first six months 1904, 5,178. 

Seymour, Record, weekly. W.C. Sharpe, Pub. 
Actual average 1903,1,169. 


Waterbury. Republican. Daily a 1903, 
5.846. La Coste & Myxwell. Spec. Agts, *. ¥. 
DELAWARE. 
Wilmtngton, Every Evening. Average guar- 
anteed circulation for 1903, 10,784, 


DISTRICT OF COLUMBIA. 
Washington, Ev. Star, daily. Ev. Star News- 
paper Co, Average for 13, $4,088 (© ©). 
National Tribune, weekly. Average for 1902 
104,599. First six mos. 1903, 112,268, 
Smith & Thompson, Rep., N. Y. « Chicago. 
FLORIDA. 


Jacksonville, Metropolis, d’y Av. 1908,8,898 
ist 6 mos, ’04, 8,881. E. Katz, Sp. Ag., N. Y. 


GEORGIA. 

Atlanta, Journal, dy. Av. 1903,38,928. Sept. 
1904, 44,8038. Semi-weekly 45.8672, 

Atlanta, News Actual daily average, 1903, 
20.104. Average April, 1904, 26,547. 

Atlanta, Southern Cultivator, agriculture. 
semi-mo. Actual av for 1903, 80,125. Aver- 
age jirst six months 1904, 88,666, 


IDAHO. 
Boise, Capital News, d’y and wy. Capital News 
btg ed Arer, 193, daily 2,761, weekly 
8,475. rst 6 mos, 1904, dy. 8,016, wy. 8.868, 


ILLINOIS. 

Aurora, News. Twelve months ending Sept. 
1904, daily average 5,614. 

Cairo, Bulletin. Daiiy and Sunday average 
1904 to Sept. 30,1,874; month of Sept., 2,168, 

Cairo, Citizen. Daly average 1, 818; week- 
ly, 1,110. First eight months 1904, daily, 1,2053 
| weekly, 1,125. August, 1904, daily 1.281. 
| Champaign, News. F.rst four months 7904, 
no duy’s issue of less than 2,600. 


Chieago, Bakers’ Helper, monthly ($2.00), H. 
R. Ulissold. Average for 1ws, 4,175 (@@). 
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Chieago, Alkaloidal Clinic, monthiy. Dr W. 
C. Abbot b.; 8. DeWitt Clough, adv. rT. 
it, pub.; mg) 


oe 80,000 copies, reaching 
<= one-fourth of the American medical pro- 


Chieag Rreed Qazett 


stock farm,week- 








ers Pub. Co. Actual average 
We, 68" 0 wake cndiing Sept. 28, 1904, PAS 
Chie Dental Digest, mo. DP. H. Crouse, 


pub. A ekual ual average for 1903, 7,000, 


Chicago, Farmers’ Voice. Actual weekly aver- 
age year ending September, 1904, 22,802 (+). 


COhteageo, Grain Dealers J 8. mo. Grain 
Dealers mpany, Av. for 108 4,854 (QO). 


Chicage, Gregg Writer, mon’ Shorthand 
and Typewriting. Actual ar any By 11,666, 


Chi Journal Amer. Med. Assoc <a 
1908, 28,615, July, Aug., Sept., 1904, 82,381. 


Chieage, Musical Leader & Concert-Goer, 
= co year ending Jonuary 4, 18,548. 


aah National Harness Review, mo. Av. 
on on 291. First 8 mos, 1903, 6,250. 
Oh Record-Heral Average for 1903, 
daily 154,218, Sunday 191,818, A 
Chicago, Botaiers foment, monthly. Pre- 


sent circulatio: 
COPY. oF AFFIDAVIT. 











ty ‘Chic lenge. . > ht pee 
r nion, inten io hereby cer- 
ree rthe RETAILERS’ 


t p Fe have — nted f 
e months. of June, July, 
yom eceue ber and November, 1904, 
an average of 10,750 copies per 2. 
G. GALUSHO 
Sworn to and subscribed betore me 
(SEAL) this eet x 1904, 
BROWN, Notary Public. 
Pang by od Rater. weekly. No issue since 
895 less than 1,008 copies. 


Kew Star-Courier. v. for 1903. daily 
8,085, ~ 1,414. Daily ob’ mos. '04, 8,296. 

La Salle, Ray-Promien, Polish, weekly. 

Average 1903, 1,805. 

Peorta, Star, eveni ana Sunday morning. 
Actual sworn average for 1903, 22,197. 

Reekford. Republic, wy Actual average 
for 1908,6,540. La Uoste & Maxwell, N.Y. 

INDIANA. 


Evansville,  Oonstar. ty ae 8. Courier Co., 
Act. ) 


r eh — 03, 12- 
18, Smith & é Thompeon, Sp. 2 Rep.,N.Y. Chicago. 


Evanaville. Journal-News. Ar. 1903, d’y 18.- 
852, ist. 6 mos. '04,14,160. FE. Katz, 8. A., N.Y. 





Genhen. Cooking Club, monthly. A ‘or 
1903, 26.87%. ry gs To 
wives keep every 4 eo ior dolly raterance erence. 

Jatiquapetia, sows. . Aver. net sales in 1903, 

»885, August, 1904, 78,841. 

mone magelie, Syne. sear Av. net sales for rt ry (all 

pies deductea), $58 4 (%). 


peg Leader, = W. B. Westlake, pub. 
Actual aver. for 6 mos. end. June 30, ’04, 3, 41. 


Munele. Star. Average ne et sales for (all 
returns and unsold copies deducted) 8.8 4, 


Netre Dame. The Ave Maria, Catholic weekly 
magazine. Actual a: average for 1903, 24,082. 


eens, Sun-Telegram. Sworn av. 1903, dy. 





8,811. For Feb., 1904, 8.944, 
Seuth Rend. Tribune. Sworn da average 
1908,5,718. Sworn n average for Oct., Laid 


Terre Haute. Star. Av. net sales for 
returusand unsold copies deducted), 21,5 sce 


INDIAN nga 


Ardmeo Ardm daily and sump, 
Average for 1908, ay. 1 ORs s0y.. 8,872 


IOWA. 
=, eae. Advertiser. Actual daily average for 


1903, 10,280. 
ted Times. Daily aver. yr 8.055, 
amr "1.660 Daily aver. Oct.,/904, 9 620. Cir. 
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Decorah, Decorah-Posten (Norwegian). Sworn, 
av, corn, 198, 89,681. aren, 1004, 40,800" 

Des Bietnee, oe» Capital, daily. Lateie gue 
—— ual average 


“Ofte sata 


newapuper 


oan ertising. 
Der Moinen, News. daily. Actual are: 
1903, 45,876. B.D. Buller, NY. and il 


Des Moines, Wallace's | s Farmer, wy. Est. 1879, 
Actual average for 1903, 88, 1903, 88,769. 


Mureatine. Journal, Dai Daily av. 1903 ‘ £48, 
semi weekly 2,708, first Jour mores 5,1 

Ottumwa, Courier. Dail; arerage larch 
and April. 1904, 5,021. weekly efor Sor 
March aud April, 1904, 7.704 7.704. 

Sioux City, Journal. Dy. ar. for 1903 (sworn) 
19.408, da iy av. for fi nine months of 190k, 
21,272. Records always open. More readers in 
its "jeld “than of all other daily papers combined. 
KANSAS. 


MUutechinson. News. Daily 1903, p 768, weekl 
9,118. E. Kats, Agent, New Yor. 


Western School Tenens, educationa 
Average for 1903, 8,125. 


KENTUCKY. 


Harrodebu Democrat. Best week! = 
section Ky. An 1908, 8,582; growing fast. MA — 


Lexington, Leader. Av.’0, 5,828, S; 4. . 
ist qtr r '04, dy. 8,928, Sy. 5,448. E. Katz ps 
Phy) Evening Post, dy. wanton an 

0., pubs. Actual avevage for 1903,26,964, 
Paducah, News-Democrat. Daily net av. 1908, 
2,904. Year end. June 30,’04, une 30,04, net paid cir. 2,927. 


Padueah, Sun. October, 7! 1904. 
Average 2,900, 


LOUISIANA. 


New Orleans, The Southern Buck, official 
organof Elkdom in La. and Miss. Av.’03, 4,780, 


MAINE. 


Augusta. Comfort,mo. W. H. 
Actual average for 1903, 1,269, 99. 


Average for 1903, daily 





aa” 


2. Gennatt, pub. 
Bangor. Commercial. 
8,218, weekly 29,006, 


Rover, Piscataquis Observ Observer. 
average 4 1,904, 


fl Evening Journ! Journal, daily. Aver. for 
1908, 6,814(@©), weekly 1. 15.482 (© ©). 


Phillips,Maine Woods and eaten; 
J. W. Brackett Co. Average for 1908, 8,041 


Portland. Evening K xpress. rerage Sor 1908, 
daily 11,740, Sunday Telegram 8 8, ooo. ; 


MARYLAND. 


agg News, daily. oy News Pub- 
iz Co. For October, 


Actual weekly 


lishin; 1903, 582. 
1904, ne, 805. poor - 
MASSACHUSETTS. 

Boston, Evening Transcri (412). Sectewls 
tea table pa: % per. Largest am aunte con: day ad 

Boston. Globe. Agerage ‘or 1903, dail 195,- 
SBA. Sunday, 297.884. - eee 

verti coments go in moruing and afternoon 

ellatous for one mites 

Roston, Traveler. Kst. 1824. = daily av. 
1902, 78,852. In 903,776,666. For the first six 


average, 88.810. 
"hompsn, N.Y. and Chicago 
Eat Neethtela- Heaat Record of Christian Work’ 

1. Aver. for year end’g Dec. 3/, 1903,20.250. 
Use tif you want a st. ictly home circulation— 
that sticks. Puge rate $22.40 ate $22.40 flat, prorata. 


Gloucester, Cape Ann Ki Ann aage Actual daily 


— og he a 6 





guar. more than double of any | Davenport daily, 


—— year end y 15, 190k, 4,804 
aver. jirst six mos. 790, een, Sune, 1904, eseo' 
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ton, Post, dy. ‘or 1903, 178,808. 
ar for October, 1, dy iy. 418, fa, By. 1 179,268. 
Larges 


Tervest lm rouiatton, tn New pay New ee Baolond. 


The Boston Post!: 


Has the Largest Daily Circu- 
lation in NewEngland. . . 


AND THE 
Second Largest Sunday Cir- 
culation in New England. . 
o -0 actual number of complete copies of the 
Boston Daily Post and the Boston Sunday Post 


rinted each issue for the month of October, 
Toot, was as herewith stated : 





SUNDAY. 


DAILY. 
221,840 


OOT., 1904, 





179,110 


179,330 


180,000 


178,850 


179,025 


H8SeNsNeEReess: 





Total, The Daily 
Post, 26 days. 

Total The Sunday 
Post, Di rdsdhckacceesienasestes 896,315 


Daily Average, - 219,721 
Sunday Average, 179, 63} 


The above statement is correct, to the best of 
my knowledge and belief. 
E. A. GROZIER, Publisher Boston Post. 
Nov. 2, 1904. 


357,000 BOSTON POSTS 


Remarkable Circulation of New Eng- 
land’s Great Popular Paper the 
Day After the Presidential Election. 


(Editorial 7 > Boston Post of 
lov. 10 

The circulation of THE Boston Post yesterday 

was 857,000 12-page papers—perhaps the most 

commanate election newspaper ever issued in 


ton. 
This breaks all circulation records of either a 











iN ve 
there are dwelling houses in Boston. And still 
the demand was not fully satisfied. 
paint balance of over 00.000 Posts went to 
ints in husetts and New England out- 
bide of Boston, and yet “the office telephones 
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were busy all the morning answering urgent 


calls for “more Posts.” 
It was sim 7% prememnonel day Sez ho Fase. 
Mr. ocratic 


elected irentor rot M Massachuse tis bya superb 
—_ 1 tig yt And on Wednesday THE 

ond aoa old, but still quite agile), 

Bs frst +4 rsisten' omina- 


t. 
tion for Ciovernor, pe KE-EL 


SLak NEWSPAPER OF NE ay NeW ERGUAND. 


North Adam Transcript, even. Daily net av. 
1903, 5,267. Daily av. printed Oct., 1904, 105. 


Springfield, Good Housek ,mo. <Aver- 
age 1904, 171,01 av. No issue in 1905 less than 
200,000 copies. 4 advertisements guaran 5 

Woreester. Evening Post, daily. Worcester 
Post Co. Average for 198, 14,71 


Woreester, (Opinion Pu daily (@@). 
Fate RR " Jan. . Btso: gy »; 
es On Roll of He 
mscunaan. 
Adrian. Teiegram, dy. D. W.Grandon, Av. for 
1903, ~ on Aver, tat. ae stp aap 
> Mi n Daily Journal. Aver. yea: 
Pins on 104, 6,067 (2k). Av. for June, 6, $86 ce 
Grand Raptie, Evening Press, d@ Average 
1903, 87,499. 44,290 aver. 90 aver. daily to Sept. 4, 1904, 
a Rapids, Furniture Record (@@). Only 
nal paper in its field. 
wee Rapids, Herald. Average dail; 
for 1003, 22.8% Sede Hermie months 1004 BG, 1ST. 18t. 
ly morning and the only Sunday paper 
gern son, Press and Patriot. Actua pee 
average for 1903, 5,649. Av. Oct., 1904, 6,768, 
Kalamazoo, Gazette, oe a mos. to Sept. 
ist, 10,144. Guarantees 4. 


than any other dail sap gubtiched a0 ct 
Three months to September et, 10 corey ” 





Kalamazoo, Evening Tel Tel ph. iret six 
mos. 1904, dy. 9,881, June, 9,520, 8.-w. roa, 
Saginaw. Bee Herald, daily, Sunday. 
Average 1903, 8,288; September, ‘a 10,888. 


Sagines.. pase a) ig News, dat 
4903, 11,815. October, 190 ay at 


MINNESOTA. 


Mi lis, Farmers’ Tribune, twice-a-week, 
w.J. Murphy, pub. Aver. = oo sana 


Minneapolis, Farm, Stoc! 
monthly. Niotua ie, Damn, et mires ote 
months ade 79,500, 
Minneapolis. Journal, urna, daily, J 
ing Co. Peerage for z, 
months 1904, 68, 928. 


Minn lia, Svenska Armerikanska Posten. 
swan J. Turnblad, pub. 1903,49,057. 


lis, The Housekeeper; househol: 
metinnee Polio. i morage 1905, 808.850. 


Minnongeits £7 Tribune. W. J. jurphy, pub. 
lest Minn 1903, 

omy evra, "hee Fe, 882; laa quater of om 
ae “Tad dat cient or ‘the jiret 
poh of eas 45,850. Daily 
y inal ~ "7 Gisnenpolis daily Usted 


Journal Print- 
089. First 10 


R ONO! Sa? 
detaiied, statemeit tn ———— col- 
The ibune 
ognized Want Ad Medium of Minneapolis. 
Owato Chronicle, semi-w’y. Av. for 
1903 1.896." ae leading newspaper. 
Present circulation, 2. 100. 
&t. Paul. Der Wanderer, with ag’l aps td 
Farmer im Westen, wy. Av. J Av. pl 1903, 10,500. 


St. Paul Dispatch, ay. 
Preset onvege at Ey as ST. ver, 04. 
ING WSOP IPER. Wy aver. 1903, 78,026. 


&t. Paul. Globe, daily. Globe Co., publishers. 
Actual average for 1ws3, sisal. 
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St. Paul. New: 
1903,85,816. B. 


St. Paul. Pioneer-Press<. 
1903 $4,298, Sunday 80.988. 


St. Paul. The Farmer, s.-mo. Rate, 35c. per 
line, with discounts. Circulation for year end:ig 
June, 1904, 81,500. | Present average, 85,000, 


St. Paul, Volkszeitung. Actual arerage 1903, 
dy. 11,116, wy. 25.414, Sonntagsblatt 28,408, 


Winona, Republican and Poawe. daily. Aver- 
age year ending June, 1904, 4,12 


MISSOURI. 


Joplin, Globe, daily Average 1903, 10.510, 
Oct., 194,112,507, E Katz, Special Agent, N.Y. 


Kansae City, Journal, d'y and w’y. Average 
Sor 95, daily 60,2638, weekly 188,725. 


Kansas City, World, daily. Actual average 
for 193, 61,232. B. D. Butler, N, Y. & Chicago. 


Springfield, Sunny South, monthly. Actual 
average for 1903, 2, 83 3. 


St, Joseph, News and Press. Daily aver. for 
1903, 80,418. Last 3 mos. 1903, 85,65. 


St. Louix. Medical Brief.mo. J.J. Lawrence, 
A.M.,M.D.,ed.and pub. Av. for 1w3, 87,950. 


St. Louls, National Druggist. mo. Henry R. 
Strong, Editor and Publisher. Average for 1904, 
8,080 (© ©). astern office, 59 Maiden Lane. 


St. Louls, Star. Actual daily average for 
1908, 64,878. 


St. Louis. The Woman's Magazine. monthly. 
Women and home. Lewis Puv,Co, Proven aver- 
age for i232, 1,845,511. Actual proven aver- 
age for past 12 months 1, ei 1,938. Every issue 
guaranteed to exceed 1.500.000 copies—full 

count. Largest circulation of any publication 


tn the world, 
MONTANA. 


Butte. American Labor Union Journal, week- 
ly. Average 1903, 20,549 general circulation. 


Butte, Inter-Mountain. evening. Sworn net cir- 


daily. Actual average for 
. Butler, N. Y. and Chicago. 


Daily average for 








culation for (23, 10.617. Sworn net circu- 
lation from Jan. / to June 30, iw, over 14,000. 
NEBRASKA. 


Lincoln, Daily Star. Actual average for 1903, 
11,165, September, 1904, 15,795. 


Lincoln, Deutsch-Amerikan Farmer, weekly. 
Averuge year ending June, 1904, 149,308, 

Lincoln. Freie Presse, weekly. Actualaverage 
for year ending June. 1904, 152.088. 


Lincoln, Nebraska Farm Journal. Monthly 
average yeur ending August. 1904, 14,400 (2). 


Omaha, Den Danske Pioneer, wy. > sagged F. 
Neble Pub Co. Average, for 1908, 29,08 


Omaha, News, daily. ~ Actual aver rage for 1903, 
41,824. B.D. Butier, New York Chicago. 


NEW HAMPSHIRE. 

Nashua, Telegraph, dy. and wy. Daily aver. 

7mos. 04, 2,870; October. 04, 8,169. 
NEW JERSEY. 

Camden. Daily Courier. Est. 1976. Net aver. 
circulation for 8 mos. end, Aug., 31, 1904, 8,229. 

Camden, Post-Telegram. Actual daily aver- 
age, 195, 5,798 sworn. Jan.,1904, 5,839. 

Clayton, Reporter, weekly. A. F. Jenkins, 
Pub. Actual average Sor 1903, 2,019. 

Hoboken, Observer, daily. Actual average 
1902, 18,097 ; Sept., /23, 22,751. 

Jersey City. Evening Journal. Arera mier 
1903, 19, 12. First six months 1904, 21 o2 

Newark, shape my News. g News. Evening News Pub. 
Co. Av. for 1903, dai ly 53.896 896, Sunday16,291. 

Newmarket. Advertiser’ Guide,mo. Stanley 
Day, publisher. Average for 1903, 5,125. 

Washington, Star,wy. Sworn ar.’03,8,759 
Sworn aver. for year ending Sept. 7, ’04, 8, 904. 
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NEW YORE. 


Albany, Journal, evening Journal Co. Daily 
average Yor September, 21.656. 


Albany, Times-Union, every evening. Establ. 
1858. Aver age for Sirst three months feet, 29,626. 


avia, News, evening. Average 1903, 

ot Six months, 1904, 6,310. 
pre rmony Evening Herald, daily. Herald 
Co. Average for first three months 14, 18,2130, 


Buffalo, Courier, morn; Enquirer, even. W. 
J. Conners. Arer. for 1908, morning 50,882, 
evening 88,082; Sunday average 63,586. 


Buffalo, Evening News, Daily arerage 1903, 
79,408. First 3 months 1904, $5,949. 


Catakill, Recorder, weekly. Harry Ben. edi- 
tor. 1903 uv., 8,408. Ar. August, 1904, 8,659, 


Cortland, Democrat, Fridays. Fst. 1840. Aver. 
1903, 2,248. Only Dem. paper in county. 


Lyons, Republican, established 1821. Chas. H. 
Betts, editor and prop. Circulation 1903, 2,821. 


Mount Vernon, Daily Argus. Average 1903, 
2.95%. Westchester County’s leadiuy puper. 


Newburgh, News, daily. Av. for/903, 4,187, 
4,000 more than ail other Newb’ gh pupers combined, 
New York City. 


BManhintet 


American w’y, b construc, 
(Also Luropean edition.) Average 103, 20,475. 


Army & Navy Journal Est. 1863. Weekiy aver. 
for 10, 9.026(@O). ih ol dy A eae (May 7) 
9,415. W.C. & FP. Church, 


Automobile (The), ag Flatiron Building. 
Average circulation 1903, 10.022, 


Baker’s Review, monthly. W.R. G Co., 
publishers. Actual arerage for 1903, re 450. 
Average for last three months 1903, 4,700. 


Benziger’s Magazine, family monthly. Ben- 
ziger Brothers. Average for 1903, 29,208 copies. 


Clipper, weekly (Theatrical), Frank Queen 
Pub. Co., Ltd. Aver. for 1903, 26,912 (© ©) (689). 


Dry Goods, monthly. Max Ji a. pub- 
lisher. Actual average for 1903, 4,86 


El Comercio, mo. Spanish mr J. Shep- 
ard Clark Co. Average for 1903, 6,667. 


Electrical Review. woekiy. Electrical Review 
Pub, Co. Average for 1903, 6,885 (© ©). 


Elite Styles, monthly. gr ety Seton. Actual 
average Jur 1903, 62.12 

Engineering News. A a journal of civil, 
mechanical, mining and electrical enginecring. 
Averaye circulation | 1905, 12, 12,642 (© ©). 


Forward, daily Forward Association, Aver- 
age for 103, 48,241, 

Four-Track News. monthly. Actual av. F 
for sic months ending October, 1904, gee O° 
November edition guatautent 100,000 

Haberdasher, mo., est. 1881. Actual average 
1903, T.1u6 Binders’ « avit and Pos 
receipts distributed mon’ y to advertisers. 


Hardware Dealers’ Magazine, morthly. 
In 1903 no issue less than 17.000 = 
D. T. MALLETT, Pub., 253 Broadw: 


Junior Toilettes, fashion ake ‘ou Jaeger- 
huver, pub. Actual average 190°, 86,540. 


Leslie’s Weekly. “Actual aver. year end. Aug. 
1904, 69,07 (3). Pres. av. over 75,000 weekly: 


Leslie’s Montaly _wasasine, New York. Ar 
circulation for 12 monte, bee ih) 
Present average cauilesion 257.60 Novem- 
ber number guaranteed 800,000. 

Music Trade Review. mame trade and art week- 
ly. Average for 1903, 5.588. 


National Provisioner, Saale. Packing houses, 
butchers, cotton seed oil, etc. 1903 av. cir. 6,402. 


New Thought, monthly. 27 F.. 224 St.. New York. 
Sydney Flower. publisher. Number of copiesand 
advertising rates given each month on first page 
reading matter. Sample cone fe aed for the aski 
Worth examination. New THOUGHT has ma 
money for all its advertisers. Discount to 
agencies, 25 per cent from pu! rates. A’ 
age Jor 13, 104,977, 
































Spokes List of Railroad Officials, qly. Railr'd 
& Transp. Av. 1903, jhe! April, 1904,19, 728. 


Printers’ Ink, weekly. our’ -_ for advertis- 


ers, $5.00 per year. 4 age for swe, 
: sue ier six salle he cnaing ¢ 


11,001. June 
30, 1904, 12,350: 

The Ladies’ weal mo.. household. Average 
net paid circulation, 1903, 480,155. 


The People’s Home Journal, 515.250 monthly, 
Good ge ay ew a ey mon uthiy. average b- 


culations id- a 
scribers. iM. ‘Lupton, Pubt n, Publioher 


The Wall Street Journal. me Jones & Co. 
publishers. Daily average for 1903, 11,987. 

The World, Actual aver. for 1903, Morn., ” dail 
607, Evening, 857,102. Sunday, 388,65 

Toilettes, fashion, monthly. Max st 
publisher, Actual average for 193, 61,800. 

Rochester, Case and Comment, mo. Law. Av* 
Sori903, 80,000 ; 4 years’ average, 80,186, 

Schenectady, Gazette, daily. A. N. Liecty. 
Aver for 1902, 9,097. <Actual average for 
1903, 11,628. 

Syracuse, Evenin ng Herald, daily. Herald Co. 
pub. Aver, 1903, daily 88,107, Sunday 88,496. 

Uticn. National Electrical Contractor, mo. 
Average for 1903, 2.708. 

Utien, Press, daily. _ A. Meyer, publisher. 
Average for 1903, 14,004. 

Warnuw, Western ey Yorker, weekly. Aver- 
age for 1908, 8,802, In county of 32,000 with 
no daily. 


NORTH CAROLINA. 

Charlotte, ane North Nae oface 
most newspa, t. daily a 
Sunday, 6,791; ‘semi- weekly. 3,860, “iret three 
months 194, 6.57 3. 

Elizabeth City, Tar Heel, weekly. anes 
areruge /903, 8,500. Covers Covers ten counties. 

Raleigh. Biblical Recorder, weekly. Arerage 
1903,8,.872. First five months 1904, 10,166. 

NORTH DAKOTA. 

Grand Forte, Herald, dy. av. for April, 1904, 
5,862. Will guar. 6.000 Sor year. N. Daltota’s 
BIGGEST DAILY. La Coste & ll N.Y. Rep. 

Grand Forka. Normanden,weekly.Av. a 

5,451. Guar. 6,700 after November / 


OHIO. 
Akron, Beacon Journal. Average /903, 8,203. 
N. Y., 523 Temple Court. Av. Sept., 1904, 9,642. 
Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1903, 66,445; Sunday, — 
Oct., 194, 85,028 daily ; laily ; Sunday, 70,71 


Dayton Daily News 
Guaranteed — 
Circulation 


For six months ending August 31, 1904, was 
19,084 copies per issue, Certified by 
Advertisers Bureau of Circulation Ex- 
aminers. 
Larger circulation than other three Dayton 
dailies combined. Write it in the contract. 
Manafield, Dail News. Act. aver. year end. 
June 30,04, 4, 280K). First 6 mos, '04,4, 882). 
Springfield, Press-Republic. Aver. 1903,9,283, 
April, v4, 10,155. N.Y. office, 523 Temple Court. 
Washington Court Mouse, Fayette Co. 
Record, weekly. Actual average 1903, 1,775. 


Youngstown. ae: D'y ar. '03, ‘ime 009. 
LaCoste & Maxwell, ., Eastern Reps 


Zaneaville. sina faite reaches S. E. Ohio. 
Guarantees 5,000. Average six mos. 1904, 5,814. 
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OKLAHOMA. 

Guthrie, Oklahoma Farmer, weekly. Actual 
average 1903, 28,020. 

Guthrie, Opiapeen § Lye gee dy. and wy. 
Aver. for > daily 2 weekl ly 25,014, 
Year ending July 4, 08, Mossy. 1 ieee, wy. 28,119. 

igteae. ony. The Oklahoman. 903 aver. iu 
5,816; Oct.,’04,8,802. H. Katz, Agent, N.Y. 


OREGON. 


Portland, Evening Telegram. dy. (ex. Sun a 
Sworn cire’n six months ending June 30, 2i, 148 


Portland, Oregon Daily Journal. Actual a 
age for first ten months 1904, 14,760. ‘Actual 
average October, 16,016. 


PENNSYLVANIA. 
Chester, Times, ev’g q; Average 1903, 8,182. 
N.Y, office, 220 B’way. FR. R. Northrup, Mgr. 
Erie, People. weekly. A Aug. Klenke, Mer. 
Average 1903, 3,088. 


Erie, Times, daily. Average for 1903, 11,208. 
October, 1904,14,819. E. Katz, Sp. Ag., N. Y. 


Philadelphia, American Medicine. wy. Av. 
for 1902, 19,3827. Av. March, 1903, 16,827. 


In Philadelphia there are over 
230,000 homes. The circulation 
of “The Bulletin” during the 





month of October, after deduct- 
ing all damaged, unsold and 
returned copies was 187,539 
copies per day. 

When the number of undesir- 
able homes are deducted from 
this total it would seem that 
“The Bulletin” every evening 
goes into nearly every buying 
home in Philadelphia, 


Philadelphia, Farm Journal, monthly. Wil- 
mer Atkinson Company. publishers. verage 
or 1903, & unters’ Ink awarded 
the seventh Sugar —_ to — Journal with this 


2 warded June 25th, 1902, b; 
“ Printers’ Ink, ‘The Little 
“ Schoolmaster’ in the Art of 
es | noha ow gay, to the Farm 
Me pe * ter a canvassing 
“of a a anne over a 
“period of half a year, among all 
“those published in i, Emit tates, has been 
* pronounced the on st serves its purpose 
“as an educator end: ee for the agricultu- 
“ral population, and as an effective and economi- 
“cal medium for communicating with them, 
“ through its advertising columns.” 
Philadelphia, German ‘Daily Gazette. 
circulation first six mos, 1904, daily 18.42, Bun 
day 82,263. Sworn statement. Cir. books open. 





Eanonville. ‘rimes-Recorder. Sworn ar. Oct., 
1904. 9,571 (%). Guaranteed double nearest cont 


petitor and fo exceed combined competitors, 





Pa yg Press. Daily a werage year end- 
October 3/, 1904, 118149 net copies sold. 
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The Evening|\z 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


October Circulation 


The following statement shows the actual cir- 
culation of THE EVENING TELEGRAPH for each 
day in the month of September, 1904: 


SWIMM CORO 








Total tor 6 RE suiia averse garyonctbentse "3.645 440 440 
NET AVERAGE FOR OCTOBER 


140,209 copies per day 


BARCLAY 8. WEepunros, President, 
Philadelphia, Nov. 1, 


Philadelphia, sinaay noo! Times, weekly. 
Average for 1903, 102 961. 4 for rates 
The Religious Press A 


Philadelphia, The Groce ery World. ‘Acten, 
average year ending August, | August, 1904, 11,741. 


oh" . Labor World, wy. Ar. 1903, 18,« 
best paid class of mE. in U.R. 


In Pittsburg, Pa., the Post is 
the _y newspaper which pos 
e guarantee star, which 
es that the publishers of 
the American Newspaper Direct- 
ory will pay < one hundred dollars 
forfeit to the first person who 
successfully cuntroverts the ac 
curacy of the Post's latest circulation state- 
ment as given in the 1904 issue of the American 
Newspaper Di rectory. 
ey Evening Chron Chronicle. Official county 
n. Daily average 1903, 6,648, 
Weat Chester, Local News. daily. 
Hodgson. Average for 1903 15,168. 
Williamaport. Grit. gues Greatest 
weate. Net paid average 1903, 181,868. Smith 
& Thompeun: Reps., New York ‘and Chicago. 


on Dispatch, daily. Dispatch Publishing 


Average for 1908, 8,108. 
oo Remcorgg yy 


Providence, Journal, 16,485 (OO) 
Sunday, 19.892 ry >). Evening "Bulletin ass 6 
average 1903. Providence Journal Co., pubs 


Weaterly, Sun. Geo. H. Utter, pub. fogeee 
1903, 4,888. Only daily in So. Rhode Is! 


SOUTH CAROLINA. 


Charleston, Evening Post. Actual dy. aver. 
Sor third 3 months 1904, 8,974. 


Columbia, State, daily. State Co., 
fo arer. ‘or 1903, fatty, § ” apd ( 
Doakter ry Sunday, 705 

September, 1904, daily 8, 649, cand 9,902. 


TENNESSE 
Lewiaburg, Tribune, ae 
Carter. Actual average 1903, 1,201. 


Mem phi Commercial Apt daily, Sund 
weekly. Average 0 payed Bundy 





W.. A. 


blishers. 
U3 sent 


w. M 
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Memphis, Morante. Hows. Actual daily aver 
age for 1903, 1%,694, For six months ending 
June, 1904, 21,589. 


N puavitie. Banner, daily, daily. 
18.772. onths 1904, 20.851. 
billie daily eligible to Roll Roll of Honor, 


Nashville, Progressive Tes Teacher and Southw’n 
School Journal,mo. Average for 1903, 9,500. 


TEXAS. 
oye Denton Co. Record and Chronicle 
W.C. Edwards. Average for 1903, %,689. 


i Paso, Herald. Dy. av. 1903, 8,265; April 
1904, 4,284. Merchants’ canvass Herald 
in 80 per cent of Paso homes, Only El Paso 
daily paper eligible to Roll of Honor. 


Paris, Advocate, dy. W.N. Furey, pub. Act- 
ual average, 1903, 1,827. 


VERMONT. 


hy Times, daily. F. BE. Langley. Aver. 1903, 
710. Five monthé in 1904, 8.062, 


‘Sitieien Free Press. F nant av. '03, 5.566, 
84-2mos. to Sept. 15, 6.854. A 46.900. Ex- 
amined by Association pe prs ican Advertisers. 


Burlington, News. Jos. Auld. Actual daily 
average 1903, 5,046, sworn av. Aug., 1904, 6,161. 


VIRGINIA. 
Norfolk, Dispatch, daily. Sworn average for 
poke Sait” 1903, 7,482 3 February, 8,448; 
la. 1. 


Richmond, News Leader, every evening ex 
cept Sunday. Daily aruse Fi ary 1, 1903, to 
paras ry 14,1904, 2%,414. The largest circula- 
tion between Washington and Atlanta. 


Richmond, Times-Dispatch, morning. Actual 
- average six mont endin une, 1904, 
18 High price circulation with no waste 
pn > dapltention. In ninety per cent of Richmond 
homes. The State paper. 
WASHINGTON. 
Seattle, Times. Actual arer. circulation 
6 months 1904, daily $6,348, “Sunday 48,679. 
By far largest daily and Sunday in State. 


Tacoma, Ledger. Dy. av. 1903, 12,7173 Sy., 
15,615; wy., 8,912. Average 6 mos. ©. eck 


ak oak. Be tg +, Mas roe. wo Cc. 
WEST VIRGINIA, 


Parkersburg, Sentinel, daily. R.E. Hornor, 
pub. Average for 1903, 2,801 ( 054). 


Aver, for year 193, 
Only Nash 


Wheeling. News. Daily paid cirewn 9.707. 
Sunday pai “ci ircewn 10,829. For s2 months up 
to April 4, 1904. Guarantees ‘a paid circulation 


equal to any other two Wheeling papers combined. 


WISCONSIN. 
La Crosse, Chronicle. Daily average year end. 
June, 1904, 5,885 (3). Aver. Sune, 1904,864 671. 
La Crosse, Leader-Press evening. Actual 
average 1903, 5,590. . Average June, 1904, 6,108. 


Milwaukee, Evening Wisc Wisconsin, a: ive. — 
consin Co. Average for 1903,21,9 81 ; Decembe' 
1903, 25,090; October, 1904, 27,264 (©). 
Milwaukee, Germania-Abend . dy. Av. for 
year end’g Feb.,'04, 28,876; av. Feb., 0h, 24,8038. 
ore Journal, daily. Journal Co., pub. 
Av. end, June, 1904, 86, 016. June, 1904, 86,870. 
Oshkosh, Northwestern. daily. Average for 
1903, 6,488. First six months 1904, 7,228. 
Raeine. Journil, daity. Journal Printing Co. 
Average for 1903, 8, 702, oz. 
Racine, Wisconsin Agricu Agricultarist, week! . Es 
tablished 1877. Aver. for 1903, 88,1 ret 10 
months 1904,86,754. Advertising, ry 80 per inch 


WYOMING. 
Cheyenne, Tribune. Actual daily average for 
1903, 2,709. 
Rock Sprin Independent. Weekly average 
OBS. Firsi eight months 1906. 1, BSS, 


BRITISH COLUMBIA. 
Vancouver. Province, daily. W. = Nichol, 
publisher. Arerage for 1903, 5,888 
October, 1904, 8,089. 
Colonist P. & P. Co, 


Vietoria. Colonist, duily. 





1903, dai 
88.0 No, sooty £2,821 (964). ist 1904, 
daily 88,44 %, Sunday 45,8 98, voeekly 38,109. 





Average for 1903, 8,695; June, 1904, 4,808, 

















MANITOBA, CAN. 
Winntoeg, Der Nordwesten, Western Canada's 
German bi per, covers the entire German 
speaking populution—ite exclusive field. Aver- 
age for 12 months ending June 30, 1904, 10,798. 


Winnipeg, Free Press, daily and weekly. Av. 
erage for 18, daily, 18,824; weekly, id 908. 
Daily, October, 1904, 26, 287. 

— BRUNSWICK, CAN. 
Actual daily average for 


John, Star. 
aa 1904, 6,806. 
NOVA SCOTIA, CAN. 


Walifax, oral (© ©) and Evenin — 
Sworn circulation ex 16,000, Flat rate 
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ONTARIO, CAN. 
Toronto, Canadian Im plement and wantete 
Trade, monthly. Average for 903, 5, 87. 


Toronto. Star, daily. A Average po nine 
months 1904. 80,260. Average October, 82,416. 
Toronte, The News (inde lent), evening, 
daily. Aver. first nine months, 1904, 88,187 (3). 
Ave Sor October, 1904, 85,559 (> 


QUEBEC, CAN. 
Pay my He daily. Est. 1808. Actual 
verage for 1903, 22,515. 15. 


* naa La Presse. Treffle Berthiaum: 
lisher. Actual average 1903, daily eave, 
Average April, 1904, — 16. 
Montreal Star, d 
Sor 0s, dy. 55,12 
end. May 3/, 


Graham &Co. Av. 
7, oy. st 269 (1145). Six mos. 
0%, poh av, 55,147, wy. 122,157. 





©O) GOLD MARK PAPERS @0} 





(©©) Advertisers value these 
the sign ©.— Webster’s Dictionary 


rs more for the class and en fe of their a pereinen than od 
tbe mere number of copies printed. aim Among the old chemists gold 





Out of a grand total of 23,265 publications anne in the 1904 issue of Rowell’s American Newspa- 


r Directory, one hundred and nine are distin 
marks (© ©), the meaning of which is explain: 
The charge for advert: 


——" all the others by the so-called gold 


ents entitled to be iistod. ‘under this heading is 20 cents a line per week. 





WASHINGTON, D. C. 
THE EVENING STAR (OO), aeeaten, D.C 
Reaches 90% of the are. homes. 
ceiving 


—_ Only paper Ey. 4 F~4 
satisfactory results. 


BAKERS’ BeLees. ©), Chicago, only ‘ 
Mark” baking journal. Oldest, 1 
known. Subscribers in every State and Srebteny. 


KENTUOKY. 

THE en ae (© ©), Louisville, 
oe. Sunday and weekly. Not only has 
classand quailty of cevaeaien, but also quantity. 
While an old Po conservative newspaper it has 
never lack iveness. It was the first 

ew York city to —— the 
iergenthaler ot New 3 machine. waht 
every day of the week = @ spec’ 
own to the anes of the J. “ Blue-grass 
region,” and S cloaee circulation in that 
territory than any other daily. 


MASSACHUSETTS. 
BOSTON EVENING TRANSCRIPT (@@). entab- 
lished 1830. The Gn. eee mark daily in in, 
BOSTON Puerto ), every Saturday. Roman 
Catholic. Jas. J aga 


T“"NORTHWESTERN MILLER 


g in Pan yg t..- rte over ths wo Ang The 
only “Gold Mark” milling journal (@©). 


NEW YORK. 
THE POST EXPRESS Ce. ioe Rochester, N.Y. 
Best advertising medium in 


HARDWARE ty —4 HAGAZINE. 
e 1903 no issue less than 17 000 0 
. T. MALLETT, Pub., 263 B 253 Br way, n. Y, 


poi NEW YORK TIMES ( ©), “Allthe news 
that’s fit to print.” Net circulation exceeding one 
hundred thousand copies daily free of returns. 


ELECTRICAL WORLD AND ENGINEER © ©), 
established 1874; covers fo and domestic 
electrical purchasers; largest week ly circulation. 


TRIBUNE ( ‘y 
BAL 





BUFFALO COMMERCIAL ( Leagan 
because it always produces A 





CENTURY MAGAZINE (@ ©). There area few 
people in every community who know more 
than all the others. These people e 
CENTURY MaGAzINeE. 


NEW oer, Taieue 6 {o2 ©).4 -. and Sun- 


oe. Establ rvative, clean 
and up-to-date ge ~ al whose 1 readers repre- 
sent intellect and urchasing power toa high- 
grade advertiser. 


OHIO. 
CINCINNATI ENQUIRER ( 5 Great—aee- 
ential—of world- wine edly 
medium in prosperous Middle West. yoy 
information «upplied by Beckwith, N.Y. longo. 


PENNSYLVANIA. 

THE PUBLIC LEDGER (@©), the ONLV news- 
pe admitted into thousan s of Philadelphia 
0) “Philadelphia’s landmarks: Independ- 
ence Hall and Public Ledger.” Circulation grow- 
ivg faster than for 50 years, ‘leader in 
Educational, Book, Auction, and 
other classified advertising that co 


THE SATTRRURO “DISPATCH 9g pisos 
Pa. Delivered in more homes 
any other two Pittsburg ta 


SOUTH CAROLINA. 
THE STATE (0), Sam, 8. C., reaches 
every part of Sou! 
wineauene: 


THE MILWAUKEE EVENING WISCONSIN 
(@O), one of the Golden Dozen Newspapers. _. 


NOVA SCOTIA, CAN. 
THE HALIFAX BERALD (© ©) and the EVEN- 
ING MAIL. Circulation ex 8 16,000, fiat rate. 


ONTARIO, CAN. 

LONDON FREE PRESS (© 0), ©), only, morning 
noon, evening Ontario. lensed me- 
dium, pri AU} and rates on Seen. 
FRKE PRESS PRI G CO., TING CO., Ltd., London, Ont, 


THE TORONTO GLOBE fos) 


pan oe ves, BRIGHT & VERRER Now ore York 
representati New Yo: 
and Chicago. Sworn circulation exceeds 52%. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 











ARKANSAS, 
N Arkansas the LITTLE Kock GAZETTE is the 
leading and oldest newspaper and carries 
more Wants than ail other Ark. newspapers 
combined. Rates, Ic. a word. Minimum rate, 
20c. Average circulation, 8,784. 


CALIFORNIA. 
E Tres prints more “Want” and otherclas- 





gence throughout the whole Southwest. 

Rate—ONE CENT A WORD FOR EACH INSERTION ; 
minimum charge 25 cents. Sworn daily average 
for year 1903, 36,656 copies. Sunday circulation 
regularly exceeds 51,000 copies. 


COLORADO. 
JHE Denver Post, Sunday edition, Nov. 13,1904, 
contained 3,694 want ads, a total of 88 1-10 
columns. ‘he Postis the big Want medium of 
the Rocky Mountain region. The rate for Want 
adverusing in the lost is five cents per line 
each insertion, seven words to the line. 


DELAWARE, 
ILMINGTON people use the EVENING JouR- 
NAL for “Want ads.” Foreign advertisers 
can safely follow the home example. 
ot 


Lb Delaware the only daily paper that 
antees circulation is ‘* Every ig yt 
carries more Cc! ied ——- ti 
other Wilmington papers combin 


DISTRICT OF COLUMBIA. 
tinge Washington, D. C., EVENING 8TaR (©©) 
carries DOUBLE the number of WANT ADs of 
any other paper in Washington and more than 
all of the other papers combined. 
MAKE COMPARISON ANY DAY. 


GEORGIA. 
“a Atlanta JOURNAL carries three times as 
many Wants as its «hief competitor. 


ILLINOIS. 
EORIA (Ill.) JoURNAL reaches over 13,000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


‘|. HE Chicago DaILy News isthe city’s “Want 

ad” directory. lt pees during the year 
1903 10,781 of advertising, 
consisting of 634,626 indiv idual advertisements. 
Of these 205,556 were transmitted to the DAILY 
News office Le telephone. No free Want ads are 
published. e DAILY NEws wei om oe all 
otheonenhie advertisements. ly every- 
body who reads the English language i around 
or about C pacer. wreads the DalILy News,” says 
the Post Office Re 





Bs N Di ANA. 
HE MARION LEADER is recognized as the best 
result getter for want ads. 


ig RE 





HAUTE Star carries more Want ads 
all other ‘'erre Haute dailies. 


NDIANAPOLIS Stak since eg first has 

more than doubled the volume of its Classi- 

fied advertising. On Sunday, April 10, the Star 
carried more than two full pages of Want Ads. 


THs Indianapolis NEws ores the first six 

months of 1904 printed 66,240 more classified 
advertisements than = other dailies of Indian- 
apes combined, printi ng & total of 137,217 sep- 
arate paid Want ‘ads du ing that time. 


UNCIE Star carries more Want ads than 
J any other Indiana_morning newspaper, 
with the exception of the Indianapolis STAR. 





IOWA. 
HE Des Moines Capital guarantees the larg- 
est circulation in the cfty 


of Des Moines of 
pj bay daily peewee. It is the want ad medium 
Rate, one cent a word. By the month, 
$i per line. It is published six evenings a week. 
day the big day. 
MAINE. 
i lee Bangor DaILy News, of Bangor. Me , best 
Want adv. medium; 4 lines 10c. per issue, 








‘[.HE Eventne Express carries more Want ads 
than all other Portiand dailies combined. 
KENTUCKY. 
Ts Owensboro DAILY INQUIRER carries more 
Want ads every week than any other Owens- 
boro newspaper — in any month. Fighteen 
words one week, 25c 


MARYLAND. 
(‘HE Baltimore News carries more Want Ads 
than any other Baitimore daily. It is the 
recognized Want Ad medium of itimore. 


MASSACHUSET a 
sae Brockton (Mass.) DarLy ENTERPRISE 
carries more than a solid aame of “Want” 
ads—30 words 5 days, 25c. Copy mailed free. 


T HE Boston TRAVELER publishes more Want 

advertising than any Other exclusively even- 
ing paper in its fleld,and every adve ment 
is paid for at the established shed rates. 


HE Boston EVENING TRANSCRIPT is the lead 

ing educational medium in New England 
It prints more advertis ements of schools and in 
structors than all other Boston dailies combined 


I\HE Boston GLoBE, BE, daily and Sunday. carries 
more “want” ads than any other paper in New 
England because it brings results to the adver- 
tiser. = the first six months of 1904 the 
n os et tees 213,506 paid “wants,” 
which was 8i more appeared in any 
other Boston paper. ce ) “want” ad was paid 
for at the regular card rate, and there were no 
deals or discounts. 


MICHIGAN. 
GAginaw COURIER-HERALD (dai 
WO day paper; result getter; c 
le. word; 4c. subsequent. 


MINNESOTA, 
HE St. Pau DIsPatcn is the leading “Want” 
medium in the Northwest, read and relied 
upon by everybody in its city and territory; 
more paid circulation than the other St. Paul 
dailies combined; brings replies at smallest cost. 
Circuiation 1903—53,044 ; now 57,624. 


IGURES that prove that The Minnea 
JOURNAL carries the most — Ads”o 








ly), Ney! Sun- 
19,500; 


lis 
any 


Journal. Competitor. 
For year 1903, 2,980 cols. 1,900 cols. 
10 months 1904, 2'978 * 1,340 “ 


Ts MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium of Minneapolis and has 
been for many ay Frese. It is the oldest Minne- 
apolis oy ver 90,000 subscribers, 
which is 25,000 each fez over and above any 
other Minneapolis daily. Its evening edition 
alone has a ade th circulation in ome ged wg 
many spoaaas than any Ore eve: 
Tt publish Want a vertise: 
price (average of two 





ments every wake ron full 
pages a day), no free ads; price covers both 
morning and evening issues. No other Min- 
neapolis daily one ries any where near the num 
A. vanted advertisements or the 
n volume. 


MISSOURI. 
T= Joplin GLoBE carries more Want ade 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, 15c. 


[HE Kansas City JOURNAL (every morning 

including Sunday), one of the ‘ized 
Want ad mediums of the United States; 21 to 35 
columns paid Wants Sunday ; 7 ~ 10 columns 
daily. Rate, 5 centsa nonpariel 


NEBRASKA. 
TH Lincoln DAILY Stak, the best ‘Want Ad” 
me lium at Resroeee® ca) ital, on gy 
2,000 da: 1 cent 
et r word. Special Saturday rate. be words only, 
times, 15 cents, cash. DaILV Star. Lincoln Neb. 


NEW JERSEY. 
) Agen eg DAILY JoURNAL covers population 
circulation. ings re- 
sults. Only “ Want” medium, it a word, 


amount in 


circulation exceeds 12, 




















NEW YORK. 
Ys my is the bent afternoon Want 











(BE E Watertown DaILy tien publishes Want 
uds for all Northern New York. 


a EVENING JOURNAL, Fastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS, Mount Vernon, N.Y. Great 
D est Wantad medium in W est County. 








N Binghamton the Lv.aDER carries ag! ad 
I aonage; hence pays best. BECKWITH, N. Y. 
I UFFALO NEWS with over ay circulation, 

is the only Want Medium in "Buffalo and the 
stron Want Medium in the State, outside of 
New York City. 
T= Towes-Union, of ane, New York. Bet- 
ter medium for wants and other classified 
matter than any other paper in Albany, and 
guarantees a circulation greater than all other 
dasly papers in that city. 


RINTERS’ INK. published vo The rec- 
and lead ve ones medium for 
want ad tedium, Tal an er arvichen, aavertis- 
noveities, pew; irewlars, 
riboer alton printing,Sypewniton adwriting, haif- 
wally anything w, ich 
to advertisers and 
ness men, Classified advertisements, 7.) cents 
a be oat A, issue flat ; six words toa line. Sample 
copies, ten cents. 
ONiv. 
F lg Zanesville the Toams-RECORDER prints twice 
as many Want ads as any other paper. 
HE Zanesville SicwaL reaches 64 townsinS. E. 
Ohio, also 68 rural routes; se. a word net. 


OUNGSTOWWN VinpicaToR—Leading “Want’ 
medium, le. per word. Largest circulation 


D AYTON (0.) News always leads in Want ads. 
One eent per word per insertion, | est 


pay Manerimip News puvlisres daily more 
Want ads than any other 20,000 population 


mew, ; 20 wonds or less 3 consecutive times 
or jess, 3one eemt per each additional word. 
@KLANHOMA. 


bet OKLagOMAN. Okla. City, 8,802. Publishes 
more Wants than any four Okla. competitors, 


@REGON. 

7. Portland, , Gvenen DAILY JOURNAL, every 

evening and Sunday morning, carries more 
“want ads’ than all the other evening papers 
in Oregon combined, including its afternoon 
Portland contempora: Rate :5 cents a line 
each insertion—seven nsertions, including the 
Sunday JOURNAL, for the price 0° five 


PENNSYLVANI’ 

HILADELPHIA, THE hn yen 
goes Gell heme 7 vhiladel lad It ohin bong hy 
nto more ilade! a lomes han 
any other medium. In Philadelphia there are 
about 230,000 homes. THE BULLETIN’Ss circulation, 
wineh during the month of August averaged 
185,017 copies per day, net paid (see Roll of 
Honor), goes each evening into a majority 

red these homes. In Philade' a an ape 
yr BULLETIN. Tun Bo i 
ms print in its classified columns A 4. 
= a misleading a doubtful nature, those that 
rry stamp or coin clauses, nor those that do 
not t offer legitimate employment . 



















In Philadelphia there are 
850,000 Germans. 
60,000 own their homes. 
THE 


German Daily Gazette 


Daily and Sunday, goes 
into nearly every one of 
these buying homes. 
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vey (Pa.) Times. Circulation over 
00 daily, Classified rate, 5.cent a line. 


T® pont Pa., TIMES carries from two to 
five times more classified ads than. any 
other paper. 


TENNESSEE, 
EMPHIS Morning News—most Vg send 
rin the Memphis territory. Circulati on 
exceeding 23,000, Carries 14 columns classified 
advertising Sunday issue. Rate, 5 cents per line. 


VERMONT. 
‘HE Burlington Datty News is the popular 
paper and the Want medium of the city. 
Reaches twice as many people as_any other and 
carries more Want aas. Absolutely necessary to 
any advertiser in Burlington territory. 


VIRGIN TA. 

T HE News LEADER, a ublished every afternoon 

except ees ichmond, Va. largest 
circulation by Jong odds (27,414 aver. 1 year) and 
the recognized want advertisement medium in 
Virginia. Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


WASHINGTON. 
HE Tacoma _ LxpDGER, Daily and Sunday, car- 
ries more Want ads than all the other news- 
papers in Tacoma combined. 


WISCON SIN. 
O paper of its class carries as many Want 
ads as the EVENING TELEGRAM, of Superior, 
Wisconsin. 


ne GAZETTE, daily and weekly, 

reaches 6.500 sybscribers in the million dol. 
lar Wisconsin tobacco belt, the richest section 
of the Northwest. Rates; Want Ads—daily, 3 
lines 3 times, 25c.; weekly, 5c. line. Big results 
from little talk. 


“ss MILWAUKFE SENTINEL not only leads its 
field in both display and classified, but car 
ried more than one-half of all the classified car- 
11ed by the five Milwaukee evening and morning 

papers combined. 

Daily, 7c. per line; Sunday, 10c. per line; lower 
on contracts. SENTINEL COMPANY, Milwaukee, 
is. 








CANADA, 
\HE Halifax HERALD ( ) and the Mair—Nova 
Scotia’s recognized Want ad mediums. 


A PRESSE, Montreal. Largest daily circula- 

tion in Cansda. (Daily 80,000, saturdays 

100,000.) Carries more want ads than any French 
newspaper in the world. 


NHE DAILY TELEGRAPH, St. John, N. B., is the 
want ad medium of the maritime provinces. 
Largest circulation and most up-to-date paper of 
Eastern Canada. Want ads one cent a word. 
Minimum charge 25 cents. 


HE Toronto DaiLy STAR is necessary to any 

advertiser who wants to cover the Toronto 
field. Carries more general advertising than 
any other Toronto paper. _ daily average 
circulation, October, ’04, 32,4 


‘.HE Montreal DAILY STAR ieee more Want 

advertisements than all other Montreal 
dailies combined. The FamMILy HERALD AND 
WEEKLY STAR carries more \\ ant advertisements 
than any oiher weekly paper in Canada. 


PARTICULAR feature of the Toronto EVEN- 

ING TELEGRAM’S classified advertisements 
is that they are all true to their headings; the:e 
are no fake, improper or doubtful advertise- 
ments accepted. This gives the — perfect 
confidence . them, and next to the large circu- 
lation is perhaps the greatest reason why they 
bring such splendid results to the advertisers. 


HE Winnipeg Free PRESS carries more 
“Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature thun are —— in all the other 
daily papers published in the Canadian North- 
west combined. Moreover, the FREE PRESS car- 
ries a larger volume of general advertising 
than any other daily paper in the Dominion. 


BRITISH COLUMBIA. 
HE Victoria CoLontst covers the entire prov- 
ince of British Columbia (branch office ‘ix 
Vancouver). More “WANT” ads appear in the 
Sunday “OLonIsT than in any other paper west 
of Winnipeg. One cent a word each issue. Sam- 
ple copies free, 
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One Hundred Dx 
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Seventy-five 
Fifty Dollir 


Twenty-five Mla 




























On January roth, 1905, The Printers’ Ink Publiing ( 
above named to the respective parties who have sentifihe la 
largest number of paid-in-advance annual subscriptiofito P: 
of Two Dollars per year. 

Anyone may compete for the above cash awari pro 
scriptions and thus qualifies as a canvasser for the Lit} Sct 
per cent. on every prepaid annual subscription he can tain. 
six or three months at the proportionate prices and fain 
Two six-months’ subscriptions or four three-months’ s@crit 
scription in the competition for the cash prizes. 

; If a present subscriber extends his own subscriptidfor « 
rate, he may also qualify as a canvasser, and he may gnify 
and he has also the right to retain 50 per cent. commismm fi 
he cares to prepay, thus making the price to him $1.00Bt,o 





wae 


le 
‘ 


~ 





The special offer and all attending 


newsdealers, publishers and subscribers 
31, 1904. 





pecs: 


THE pain 


New York City, 10 Spruce Street, CI 
Nov. 23, 1904. 
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1Dollars Award 


ollars Award 
llirs Award 


lars Award 














Publfing Company will mail four checks for the sums 
senti#he largest, second largest, third largest, and fourth 
riptiofto Printers’ Ink at the now prevailing special rate 


awat§ provided he sends in three prepaid annual sub- 
1¢ Lit} Schoolmaster. The canvasser may also retain 50 
e canftain. A canvasser may sell trial subscriptions for 
; and fain the proportionate commission of 50 per cent. 
ths’ scriptions are credited to him as one annual sub- 


cripti@for at least three years at the special Two Dollar 
may nify his intention to compete for the cash prizes, 
mmism from the total amount of annual subscriptions 
$1.00.et,on each yearly subscription. 







ng pileges and commissions to canvassers, 
berssBSOLUTELY terminate on December 








ee eee 


PRINERS' INK PUBLISHING COMPANY, 
CHAS. J. ZINGG, Manager. 
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A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


woe“ 

ta Issued every Wednesday. Subscription 
price, five dollars a year,inadvance. Tencentsa 
copy. Six dollars a hundred. Being printed from 
stereotype plates it is always possible to supply 
back numbers if wanted in lots of 500 or more. 

Rw 
ADVERTISING RATES : 

Advertisements 2 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to thepage ($40), 

Yor specified ition selected by the adver- 
tisers, if granted, dounle price is demanded 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space useu paid for 

Two lines smallest 
words make a line. E 

ite appearing as reading matter is in- 


se ree. 

All advertisements must be handed in one 
week in advance, 

Advertisers to the amount of $10 are entitled 
to a free subscription for one vear. 


rata. 
vertisement taken. Six 





Cuarves J. Z1nGG, 
Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate EHill,EC 


NEW YORK. NOV. 23, 1904. 


STATISTICS TO ADVERTISE 
A NEWSPAPER. 

“What do statistics show on this ques- 
tion?” asked the politician. 

“That all depends,” said the statisti- 
cian; “what do you want them to 
show?” 

When the publisher of a news- 
paper advertises his advertising 
space to advertisers, he is trying to 
sell a certain definite influence 
upon a certain number of people. 
The greater number of people 
his paper reaches, and_ the 
greater their purchasing power, 
the more valuable that ad- 
vertising space is to the ad- 
vertiser. For this reason, the 
most concrete arguments that can 
be put forward for newspaper ad- 
vertising space are s‘atistics, Some 
publishers employ sentimental ar- 
guments, others point to the age 
and prestige of their papers, others 
endeavor to show that a new ad- 
vertiser will find himself in good 
company, quoting a list of business 
running in their columns, while 
still others lay emphasis on dig- 
nity of the paper or the cleanli- 
ness of its advertising. These are 
a'l secondary considerations, how- 
ever. Advertising is a force to be 











weighed and measured, and for 
this reason the strongest argument 
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that can be put forth by a publish- 
er is the statistical. 
* * * 
Statistics are commonly thought 
to be dry. So they are when car- 
ried no further than mere figures, 
But by the art of comparison and 
illustration, the dry figures of sta- 
tistics are made alive, human and 
interesting. Statis‘ics of a daily 
newspaper's circulation and terri- 
tory always apply to live people. 
In themselves they are attractive, 
If the publisher squeezes _ this 
human interest out of his statistics 
in serving them, that is his fault. 
But statistics intelligently handled, 
by a sympathetic man who keeps 
ever before him the people they 
represent, and who translates them 
into things easily comprehended— 
statistics handied in this way are 
a power. Nothing tells a newspa- 
per’s story so quickly, and nothing 
gives that story greater force. 
* * * 
Statistics for advertising pur- 
poses should deal with the terri- 
tory that a newspaper actually 
covers, and if this territory can be 
set apart in the reader’s memory as 
a place characteristic for some 
product or industry, so much the 
better. In advertising an Iowa 
newspaper, for example, the great 
fact would unquestionably be corn, 
If the paper be a live daily at a 
county seat, that county should be 
set apart and treated by itself. If 
it were the best corn county in 
Iowa a definite emphasis on this 
point would make the name of the 
paper memorable to an advertiser. 
Most of the statistics quoted 
should be such as would prove its 
superiority in that staple. The an- 
nual crop for last year, its money 
value, the population and the av- 
erage of corn money received by 
each farmer or family in the 
county, the tide of prosperity as 
reflected in the banks and _ pur- 
chases—all these throw light om 
the subject. A_ statistical story 
may easily be made too long for 
perusal, but if the leading facts 
be placed uppermost. they will in- 
vite a reading of the whole. 
* * * 
A folder from the Evening Her- 
ald, Eureka, Cal., gives the popula~ 
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tion to begin with—11,111 in 1903. 
This little city is a seaport, and its 
exports for 1903 are given—a total 
of $7,361,370, carried by 1,500 ves- 
sels, of which $4,803,961, or more 
than two-thirds, was redwood 
lumber. Redwood is the keynote 
of Eureka, so emphasis js laid upon 
it. The writer shows that 250,- 
000,000 feet of redwood lumber are 
cut annually; that the accessible 
supply of standing timber is es- 
timated at 45,000,000,000 feet; that 
of 510,000 acres of redwood, fifty 
years’ operation has consumed less 
than 90,000 acres; that redwood is 
almost fireproof, having no pitch, 
resists decay, insects, shrinks little 
in drying and none when dry, will 
not swell when wet, is not hurt by 
exposure, etc. These facts serve 
to identify Eureka, and after the 
advertiser has learned something 
about the community he is ready 
to know something about its pa- 
pers, 
* * * 

Statistics about the paper itself 
should come second to those about 
the community, They mean noth- 
ing until the community has been 
analyzed. When the reader knows 
how many people live in a city, 
and how they get their living, and 
what their purchasing power, then 
it is time to talk circulation. Gross 
figures mean little in advertising 
a newspaper. Bulk circulation 
should be split up into city and 
country readers, street sales and 
carrier routes. The community 
should be analyzed. To say that the 
Philadelphia Bulletin has 185,000 
circulation in a city of 1,500,000 is 
not impressive on the surface. But 
put the fact another way and 
sta‘e that there are 230,000 homes 
in Philadelphia, then it is readily 
apparent that the Bulletin reaches 
a vast proportion of the Quaker 
City’s population. Figures speak 
aloud when they are handled in this 
manner. In smaller cities repre- 
sentative streets can be analyzed 
to show the number of readers to 
the block, and where there is coun- 
try route circulation the number of 
readers can be compared with the 
number of persons receiving mail 
on each rural route. Always, and 
evermore, the paper should be con- 





trasted with its community, the 
latter serving for a background. 
This background should be the 
chief thing in presenting facts for 
an advertiser’s consideration, To 
tuake bold circulation claims and 
ignore the community is to speak 
a language that is neither interest- 
ing nor comprehensive. To con- 
trast it with rival publishers’ cir- 
culation claims, advertising pat- 
ronage or classified business is also 
more or less futile. These details 
are secondary, and useful only in 
showing quality of circulation. 
Quantity is what the advertiser 
buys, and the only way to show 
quantity of circulation is by 
measuring it against the size and 
wealth of the community. Statis- 
tics alone do this, and therefore 
they are the most definite argu- 
ment. The paper that is able to 
stand the statistical test cannot 
make too free a use of figures. The 
paper that cannot be shown up to 
advantage by comparative statistics 
isn’t worth much in its locality, and 
its publisher can only take refuge 
in circulation boasts, 





On Saturday, October 30, the 
Hartford Courant celebrated its 
140th birthday with a special issue 
of forty pages. The Hartford 
Courant is the oldest paper bearing 
the gold marks, as well as the old- 
est in the United States. It was 
established as a semi-weekly in 
1764, and began daily publication 
in 1837. 





A LITTLE pamphlet prepared bv 
the Dampman Advertising Agency, 
Reading, Pa., gives a brief history 
of the Stony Creek Mills, near that 
city, where Louis Kraemer & Co. 
have made the line of “Stony 
Creek Pants” for forty years. 
These mills, established in 1864 by 
the late Louis Kraemer, have won 
a unique reputation in the clothing 
trade through the excellence of 
their product. Garments are made 
in their entirety in a factory situ- 
ated in pleasant rural surround- 
ings, the company buying the wool, 
cleaning, scouring, dyeing, spinning 
and weaving it into fabric, and 
turning out 1,000 pairs of trousers 
per day, 
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Tue C. E. Sherin Advertising 
Agency, formerly at 6 West 22d 
street, New York, has moved to 
Fifth avenue atid 4oth street. 





A UNIQUE series of newspaper 
advertisements was recently run in 
the Daily Mail, London, for Viyel- 
la, a textile product, says the Ad- 
vertising News. Tuesday’s ad set 
forth the fabric’s uses for men, 
Wednesday’s for women, Thurs- 
day’s for children, Friday’s for 
men, women and children, and 
Saturday’s was an announcement 
urging readers to refuse substi- 
tutes. 





Tue Humphrey agency, Boston, 
has been incorporated under the 
laws of Massachusetts, and will 
continue the business of the former 
corporation which recently assign- 
ed. The new concern is the H. B. 
Humphrey Company, with capital 
of $24,000. Henry B. Humphrey 
is president and Walter E. Bowen 
secretary and treasurer. These 
with C. A. Chandler constitute the 
board of directors. 


Motive Power, the trade paper 
in the boiler-making field and also 
the official journal of the Master 
Steam Boiler Makers Association, 
has just been purchased by H. L. 
Aldrich, 17 Battery place, New 
York. Mr. Aldrich is also the 
publisher of Marine Engineering, 
one of the leading papers in the 
marine field. The sale was nego- 
tiated by E. P. Harris, broker in 
publishing property, 253 Broadway, 
New York, on his recent western 
trip. 





THe American Architect and 
Building News, Boston, has been 
sold to a New York corporation 
headed by Frederick P. Burt, for 
eleven years manager of the En- 
gineering News. It will be re- 
moved to the new Times Building, 
New York. The sale was effected 
by Emerson P. Harris, who has 
lately sold Fibre and Fabric, Bos- 
ton, The Week’s Progress, New 
York, the Photographic Times- 
Bulletin, New York, and_ the 
monthly magazine Why? 
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Mr. Ermer E. CLarkE, advertis- 
ing manager of the Evansville, 
Ind., Courier called upon the 
Little Schoolmaster last week to 
renew the Courier’s three line ad- 
vertisement in the Roll of Honor. 
“Wherever I go,” said Mr. Clarke, 
“Rowell’s American Newspaper 
Directory and the Roll of Honor 
have proven to be of value to me in 
securing contracts.” 


Cigar and cigarette advertising 
in England is shown to be profit- 
able by the schedule of imports for 
those commodities. During May- 
August last year, following wide- 
spread advertising of English 
brands, there were imported 86,615 
pounds less cigars and 74,074 
pounds less cigarettes than in the 
same period of 1902. 





THE series of folders used by A. 
E. Dunn, advertising manager of 
“The Methodists,” to call attention 
to this list of religious papers, has 
been succeeded by a little monthly 
paper entitled The Methodists. It 
gives information about the nine 
publications of the Methodist 
church comprised under Mr. 
Dunn’s “trademark,” as well as 
news about advertisers. 





THE Atlantic Coast Lists, New 
York, send out some interesting 
cotton statistics as an indication of 
the state of the South. During 
September the total quantity of 
this staple exported was 410,940,804 
pounds, valued at $43,742,325, 
which exceeds any previous Sep- 
tember in both quantity and value. 
The cotton crop of 1904 will put 
into the pockets of the Southern 
people more than $1,000,000,000. 





Nosopy has ever claimed that 
newspapers are preserved as long 
as magazines. Yet when the New 
York subway opened recently sev- 
eral complete copies of the New 
York World of March 25, 1900, 
were returned to the office of that 
paper for redemption. | When 
ground was broken for the subway 
in 1900 the World printed a cou- 
pon on its first page good for a 
ride on the completed road, and 
these old copies came back in an 
excellent state of preservation, 














THE Sphinx Club’s album, con- 
taining portraits of 193 members, 
with their fac-simile autographs 
and a line or two of information 
regarding their business connec- 
tions and residences, has just been 
issued by the treasurer, W. W. 
Hallock. It is a handsome vol- 
ume, of convenient size, and re- 
flects credit on the Barta Press, of 
Boston. A limited edition is is- 
sued for club members only. 


“THE Niagara Falls Electrical 
Handbook” is a costly souvenir of 
the recent convention in St. Louis 
of the International Electrical Con- 
gress, containing a complete de- 
scription of the Niagara power 
plants and Niagara products, and 
published under the auspices of the 
American Institute of Electrical 
Engineers. It is really a compre- 
hensive municipal advertisement, 
likely to produce results from for- 
eign countries, 





Less than five years ago the Des 
Moines Capital purchased what 
was then the largest printing press 
in the State of Iowa. It printed 
24,000 papers an hour. Now anew 
press has been ordered from Hoe 
& Co. to print 48,000 copies of the 
Capital per hour, which will be in- 
stalled and in working order by 
the first of the year, or in time to 
take care of the increase in circu- 
lation that always follows the 
Capital’s fall bargain day in sub- 
scriptions, 





, the monthly farm 
magazine started in May, 1903, by 
Rand, McNally & Co., Chicago, 
now asserts a circulation “of 125,000 
per issue. Each issue of Farm 
Life contains six puzzles, the 
answers to which are to be found 
only in the advertising columns. 
Coupons cut from the paper are 
sent by readers who compete for 
cash prizes offered for correct solu- 
tions. During a recent month, the 
publishers state, more than 3,000 
of these coupons were received, 
and it is believed that this repre- 
sents only a small percentage of 
those readers who, after studying 
the advertisements, were unable to 
solve the puzzles, 


Farm Life 
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Many leading designers recently 
submitted trademark ideas in re- 
sponse to the Sherwin-Williams 
competitive invitation. In a letter 
to the George Ethridge Company— 
whose design was the one accepted 
—the advertising manager of the 
Sherwin-Williams Company stated, 
“T have just returned from a con- 
vention of our managers and trav- 
eling representatives held at Chi- 
cago, where this design was ex- 
hibited. It had a warm reception 
and I feel pretty sure will become 
as popular with us as our “Over 
the Earth” trademark design now 
is.” 





It is literally horse sense that 
distinguishes the catalogue of the 
Neverslip Manufacturing Co., New 
Brunswick, N. J. This company 
makes horseshoes and calks. In 
describing its products the writer 
has employed the sentiment of the 
horse to a certain degree, but has 
relied chiefly upon showing that 
the value of any horse is increased 
by the care with which he is shod. 
Excellent illustrations show differ- 
ent classes of horses and their 
daily trowbles with heavy loads, 
slippery roads, etc. The catalogue 
was compiled in competition for a 
$250 prize, the offer being made 
in Printers’ INK last.winter. The 
name of the writer is not given. 





Among Ourselves is a new 
monthly magazine designed to cir- 
culate among the employees of 
Montgomery Ward & Co., Chicago. 
While devoted to employees’ inter- 
ests, its contains many odd bits of 
mail order gossip, such as queer 
orders and inquiries, remarks of 
visitors to the firm’s golden tower, 
etc. For example, the house re- 
cently honored a credit check is- 
sued to a customer twenty-nine 
years ago. For an excess remit- 
tance of $1.03 a penciled memo- 
randa was sent, and after keeping 
this for more than a generation the 
customer sent it in with an order. 
The Montgomery Ward & Co. 
catalogue is now being distributed 
through forces of solicitors who 
travel through the country taking 
signed applications for the book, 
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ADVERTISING astonishes in two 
ways—by doing either more than 
was expected of it or less. The 
latter kind of advertising frequent- 
ly works out to a happier denoue- 
ment than the former. 





Tue Pottery Gazette, London, 
runs an original composite adver- 
isement. It shows a building at 
the corner of Shoe Lane and St. 
Andrews street wholly occupied by 
firms in the crockery and glass 
trades, and which is said to be the 
center for these commodities in 
London. Each firm in the building 
shares the advertisement. 





THE Minneapolis Journal fol- 
lows the custom of printing each 
day at the head of its classified 
columns a bit of horse sense, 
humor, philosophy or business wis- 
dom. Several hundred of these 
bits have been publisned in a neat 
booklet called “Nuggets” for local 
distribution, accompanied by some 
pages of information about the pa- 
per's classified columns. The little 
volume has been popular with em- 
ployers for distribution among 
their employees. 


A BRUSH manufacturer in Bir- 
mingham, England, furnishes Eng- 
iish hotels hair, nail and clothes 
brushes at cost prices, lettering his 
advertisement on the backs in 
brass tacks, according to the Con- 
sular Reports. The hotels pay a 
fixed sum by the year, and also pay 
for lost brushes, which often 
means stolen ones. The brush 
manufacturer furnishes a double 
set of brushes for each washstand, 
and at the end of each week takes 
away the brushes which have been 
im use and gives them a sanitary 
e‘caning. The bristles, which have 
been softened by the lavatory at- 
tendants daily washing them, are 
rep'aced, and the brushes are gen- 
erally repaired, refinished, or re- 
varn'shed, a second set being left 
in the place of those undergoing 
repair. In some cases the adver- 
tising privilege on the brushes is 
sold to o'her parties. The name 
of a hair restorer appeared on 
them recently, 
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Tue Scranton, Pa., Truth has 
installed a new Hoe two-roll ster- 
eotype perfecting press capable of 
printing 20,000 copies an hour, to- 
gether with a new stereotyping 
plant. This addition to mechani- 
cal facilities is said to represent 
growth in circulation since the pa- 
per was re-organized as a stock 
company, with Hon, L. A. Watres, 
former Lieutenant-Governor of 
Pennsylvania, as president, 


THE publisher of the German 
Daily Gazette, Philadelphia, makes 
an interesting comparison of his 
own advertising columns with 
these of the Quaker City’s English 
morning papers. On a recent 
Monday the German Gazette had 
fifty-two columns of advertising, 
and this showing was exceeded by 
only two English dailies—the Jn- 
quirer with sixty columns and the 
Record with fifty nine columns. 
The North American had forty- 
nine columns, the Ledger forty- 
eight, the Press forty-five and the 
German Demokrat fourteen and a 
half. 


In New York some of the retail 
stores took election day to put a 
wit or a pun into their advertise- 
ments. Thus, Smith, Gray & Co. 
put next to their tiny man the 
words “And may the best rian 
win’; Brill Brothers had a big 
sign of the word Vote in capitals, 
then telling the reader to “drop in 
his ballot for his choice, then drop 
in their stores (which would be 
open all day) to see what over- 
coats they had on sale’; Wana- 
maker talked of the “democraza- 
tion of music elected to leadership 
in style and sense by the majority 
of wise and tasteful women by 
Wanamaker”; the Simpson-Craw- 
ford people told their readers thus: 
“Your first obligation to-day is to 
vote; your next duty: attend this 
ext clothing sale”; to conclude, 
Rogers, Peet & Co. had a figure 
w'th a clock as a face with a sign 
which said “Vote Early”; under- 
neath was this literature: “We 
voted early this year that we’d 
close at 1 o’clock to-day.” A half- 
dozen or more could probably be 
sathered; the foregoing indicate 
the present tendency at least, 
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Joun B. Srupwett, Brooklyn, 
has acquired the advertising privi- 
leges in the cars of the Brooklyn 
Rapid Transit Company, to take 
effect next April and continue a 
term of years. The price per year 
is $150,000. For some years past 
the privilege has been in the hands 
of the Desmond Dunne Co., 
Brooklyn. The latter company re- 
tains the advertising in the surface 
cars of that borough. 





New Beprorp, Mass., receives 
about 225,000 bales of raw cotton 
annually, and cotton weaving is 
her chief industry. Despite the de- 
pression among cotton manufac- 
turers the past year owing to high 
prices, some $1,100,000 capital has 
been added to the city’s cotton in- 
dustries, and all the mills have 
paid dividends except one. An in- 
teresting statement prepared by 
Sanford & Kelly, bankers, that city, 
shows that New Bedford has forty- 
two cotton mills, capitalized at 
$20,389,000, with 17,441 employees ; 
that there have been no serious 
failures during the year and that 
the town js, on the whole, in good 
condition. The Evening Standard 
aud Morning Mercury, New Bed- 
ford, send out this statement to 
general advertisers. 


A PERSON may be sent by mail 
in England, it is said. One day a 
man called at a London postal sta- 
tion to consult a directory. He 
found the address of a customer to 
be in a remote town, and as he was 
not located with the locality he 
mentioned the facts to a polite 
clerk behind he counter. He was 
at once informed that he could be 
sent to the required address by 
registered mail at a fee of 6 cents a 
mile. The man gladly accepted 


_the offer, and in less than a min- 


ute found himself in charge of a 
smart messenger boy, who very 
soon guided him by the shortest 
route to his destination. The boy 
carried in his hand a printed slip 
with a description of his “mailed 
parcel” under the heading “Article 
required to be delivered,” and this 
he required the man and customer 
to sign before he left the latter’s 
house, 
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By the new rate for the But- 
terick Trio which goes into effect 
with the January issues, the De- 
lineator will cost $5 per agate line, 
$1,800 per page, the Designer $1.50 
per agate line, $540 per page, and 
the New Idea Woman’s Magazine 
$1 per line, $360 per page. The 
combination rate for all three pub- 
lications is $7.12% per line and 
$2,550 per page. 





THE Milwaukee Herold, a Ger- 
man daily entitled to entry in the 
“Roll of Honor,” issues a booklet 
in which representative German 
streets in Milwaukee are listed, 
house by house, and the number of 
Herold readers given in each by 
name. A list of local and general 
advertisers is also appended. In 
Milwaukee the Herold carries the 
local advertising of nine banks, 
seven breweries, nine clothing 
houses and tailors, seventeen dry 
goods and _ department stores, 
twelve furniture stores, five fur- 
riers, fourteen jewelers, three at- 
torneys, five livery stables, fifty- 
two real estate and insurance 
agents, seven opticians, six physi- 
cians, fifteen piano houses, thirteen 
colleges, seven shoe stores and 
eight theaters. 





Kernan’s Theatrical Bulletin is 
a weekly paper devoted to the in- 
terests of the James L. Kernan 
chain of theaters in Baltimore and 
other cities. Edited for the pat- 
rons of these houses, it gives in- 
formation about coming attrac- 
tions, personal gossip about actors, 
actresses and the stage generally, 
and original articles.of extraneous 
interest. James E. Hare, press 
representative of the Kernan the- 
aters, is editor, and the paper is 
distributed free of charge to those 
visiting any of the houses, or is 
mailed regularly to homes where 
patrons leave their names at the 
box offices. The Kernan theaters 
comprise the Maryland, Auditor- 
ium, Monumental, Bijou, Holliday 
Street and Kernan. Rife & Houck’s 
in Baltimore, the Lyceum, Lafa- 
yette and Empire in Washington, 
the Lafayette in Buffalo, and the 
Folly Theater, Chicago, 
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VoorHEEsS & Company, Adver- 
tising and Art Designing, of 116 
Nassau Street, New York City, 
now have associated with them J. 
Arthur Day, formerly of the Saw- 
yer-Day Advertising Agency; and 
Carlo Cattapani, an artist. The 
offices of the firm have been re- 
moved from the fifth floor to the 
tenth floor, at the address men- 
tioned, 





E. W. KrackowlIzeEr has been en- 
gaged to organize and manage a 
department of promotion for the 
Thos. G, Plant Company, manu- 
facturers of the Queen Quality 
woman’s shoe. If his resignation 
from the Boston Herald came as a 
disappointing surprise to his 
friends and that of the Herald, his 
new affiliation is correspondingly 
gratifying. It will be interesting 
to observe the application of Mr. 
Krackowizer’s propaganda to the 
shoe business. on a national scale, 





COMMENTING on the Republican 
party’s political advertising in the 
November magazines, the Sentinel, 
Knoxville, Tenn., says: “There has 
been a change in the manner of 
conducting political campaigns in 
the East, and in time it will come 
in the South. Eastern papers 
which come to our exchange table 
are carrying a great deal of politi- 
cal advertising matter, probably ten 
times as much as they ever carried 
before. This service is contracted 
for by agents of the National and 
State Committees and paid for out 
of the campaign funds. It is en- 
tirely legitimate, and politicians are 
findng that it pays. In the South 
our campaign committees go to 
work and raise a campaign fund. 
They spend this fund on stump 
speakers, and in writing letters 
mainly. For the same amount o 
money they can reach dowb'e the 
number of voters through the 
newspapers. But your Southern 
politician argues that the newspa- 
pers will exploit the party nomi- 
nees anyhow; that it is useless to 
spend money on them. They not 
only refuse to pay the newspapers 
anything for this service, but very 
often they solicit campaign contri- 
butions from them as well,” 
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The Week in New York is a 
substantial little weekly of coat 
pocket size, evidently designed for 
free distribution in hotels and 
other public places.. Prepared with 
a good deal of care, it gives lists 
of theaters, with attractions, lists 
of the principal churches, dates of 
lectures and concerts, lists of the 
large retail shops with special 
shopping attractions for each day 
of the week, a schedule of cafes 
and dining places, points of inter- 
est in the city and other informa- 
tion of interest to out-of-town vis- 
itors, as well ag residents. The 
center pages have a clear map of 
the city. This publication has a 
good showing of advertising in its 
first issue, and seems to fill a real 


place. It is published by the In- 
formation Publishing Co., 1265 
Broadway. 





FRANK PRESBREY points with 
pride to the tremendous results se- 
cured for the Republican party by 
the magazine advertising placed 
through his agency just before the 
election. Another tremendous vic- 
tory for paid political advertising 
is the election of W. L. Douglas in 
Massachusetts on the Democratic 
ticket. On the day after election 
the New York Evening Post, ad- 
mitted that “Everything was lost 
save the $3.50 shoe.” Mr. Doug- 
las’s vote showed an increase of 
fifty-one per cent, and he carried 
Boston by 31,000. He is the first 
Democrat who has been elected to 
the Governorship of Massachu- 
setts in thirty-five years on the first 
candidacy. J. Blach & Sons, Birm- 
ingham, Ala., printed a portrait of 
Mr. Douglas the morning after 
election, giving his plurality and 
attributing his suecess to the fact 
that he is an honest man who 


f makes an honest shoe. Another 


timely election ad was a folder an- 
nouncing President Roosevelt's 
election, prepared for William S. 
Lloyd, Philadelphia, maker of 
Stratford union suits. This ap- 
peared the “morning after” on the 
desks of 1,000 jobbers all over the 
United States. How it was done 
is known only to the Ireland 
agency, Philadelphia, which pre- 
pared the copy. 
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It’s a mighty impecunious busi- 
ness man who can’t make a begin- 
ning in the classified columns. 
Want ads used cleverly have led 
to fortune. 

ES 


Or the many special numbers is- 
sued by PRINTERS’ INK, the Little 
Schoolmaster of advertising, none 
has excelled that of Oct 26, which 
is devoted to banking and financial 
advertising. This issue of the 
famous advertisers’ journal is full 
from cover to cover of practical 
informative articles and sample 
ads written by men who have 
made banking and financial institu- 
tions successful by their good ad- 
vertising, and every form of the 
financial business is covered in a 
practical, heipful and readable way. 
The number is nearly twice the 
usual size of Printers’ INK, but 
none of the crisp, modern quality 
which the Little Schoolmaster pos- 
sesses in such unusual measure is 
sacrificed to mere bigness. The 
bank and financial edition will add 
much to the enviable reputation of 
PrinTERS’ INK, and will not only 
show. bankers and their associates 
in financial lines the value of good 
advertising, but will show them 
what good advertising is. PriNt- 
ERS’ INK has always been a high- 
grade publication, as indicated by 
its subscription price, $5 pef year. 
The Little Schoolmaster has been 
often assured that its annual sub- 
scription price of Five Dollars is 
too high for the average subscrib- 
er. It is argued that PRINTERS’ 
INK could gain subscribers in 
larger numbers were the price re- 
duced—especially’ so among the 
smaller merchants and young men 
and women who interest them- 
selves in the art of advertising. 
It should be borne in mind that the 
production of a weekly journal like 
Printers’ INK involves a good 
deal of expense, and while there 
are those who would be willing to 
pay even a higher price annually 
than is charged now, it is probably 
equally true that to many the 
present price appears as a tax 
which they think too high. Print- 
ERS’ INK is willing to give this 
question a practical test and from 
now until December 31, 1904, the 
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annual subscription price to Print- 
ERS’ INK is to be $2, and the re- 
sult of the experiment will be pub- 
lished early in January.—Minneap- 
olis Tribune, Nov. 10, 1904. 





Tue Booklovers Magazine an- 
nounces an increase of rate from 
$150 to $200 a page commencing 
with the March issue, PRINTERS’ 
INK has taken occasion to compare 
the December number of 1903 with 
the December number of 1904 and 
we note that the Booklovers has 
increased its advertising by thirty- 
five pages over December of last 
year. The fact that this increase 
followed an advance in rate made 
last year is evidence that the pub- 
lication is well liked by advertis- 
ers. The Booklovers Magazine, 
from its first issue had the Book- 
lovers Library membership to 
build on and it only remained for 
the Editorial Department to put 





out a magazine which would be 
strong enough to hold the initial 
membership and to add new sub- 
scribers. Both these things have .- 
apparently been accomplished. The 
December number of this publica- 
tion is a remarkable issue, noth- 
ing seems to be lacking to make this 
a fitting close to the Booklovers 
second year. Advertisers, who 
take space in the March issue and 
who agree to use at least three 
pages within the twelve months 
beginning with March, 1905, will 
be entitled to a discount of ten 
per cent from the present page 
rate. 
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A NEw rate for the Chicago 
Tribune is effective November 15. 
According to the publisher’s state- 
ment the daily average of the 
Tribune during October was 146,- 
013 copies. This does not include 
the Sunday issue. 





THE city of Montgomery, Ala., 
has decided to spend $5,000 an- 
nually in municipal advertising for 
at least three years, the appropria- 
tion to be raised through the 
Commercial and Industrial Asso- 
ciation of Montgomery. The 
money will be invested in straight 
newspaper advertising, full pages 
being used in such papers as the 
New York Herald, Boston Globe, 
New York Times, Buffalo News, 
Chicago Tribune and News, Cin- 
cinnati Enquirer, St. Louis Globe- 
Democrat and Republic, Kansas 
City Times and Star, Some of 
the leading agricultural and manu- 
facturing journals will also be 
used. 





Rocers, Peet & Co. have just 
celebrated the thirtieth anniversary 
of the founding of their house. 


The firm was the result of 
the consolidation of two job- 
bing houses in 1874, though 


one of these houses dated back to 
1838. Brill Brothers at the same 
time observed their seventeenth 
anniversary. Their business began 
in 1877, in a Cortlandt street shop, 
thirteen feet wide and forty feet 
deep, with a capital of $300. “Part 
of our stock we obtained from my 
former employer, who ‘had not 
made the business pay,” said 
Samuel Brill, telling of the start. 
“When we had our opening we 
used a lot of empty boxes which 
we had secured from him to place 
on our shelves and help out our 
small stock of men’s linen, under- 
wear, hosiery, and neckwear. With 
our planning we made a brave 
show. We worked early and late, 
and soon we had $1,500 in the old 
North River Bank. One year after 
the account was opened the bank 
failed, but we kept pegging away 
without the aid of a dollar of out- 
side capital, and to-day we have 
four successful stores in opera- 
tion.” 
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Tue Deutsch-Amerikan Farmer, 
Lincoln, Neb., has a ten dollar gold 
piece for the man who can “name 
the weekly farm paper published 
anywhere in the United States, in 
English, German or any other 
language, which, 1st: for the last 
five years has had as large an ay- 
erage circulation as the Deutsch- 
Amerikan Farmer, or which, 2d: 
has had as large a circulation dur- 
ing the last twelve months, or 
which, 3d: has to-day as many 
paid subscribers or regularly prints 
as many papers as the Deutsch- 
Amerikan Farmer.’ The public 
generally is invited to send in its 
claims to the publisher. In the 
Roll of Honor the Deutsch-Amert- 
kan Farmer’s average for the year 
ending June, 1904, is stated to be 
149,303. 


THE editor of Rowell’s American 
Newspaper Directory asserts that 
he cannot be either unfriendly or 
even friendly to anybody. He has 
to proceed upon a uniform plan 
that will fit all cases because with- 
out it no basis for a comparison 
of circulation would be possible. 
Whoever will furnish a signed 
statement of his actual output for 
a year showing the number printed 
of each issue and the average is- 
sue, aids the Directory work and 
gains the Directory editor’s thanks. 
Such’a statement, duly signed and 
dated, is always accepted as true 
until pretty strong evidence of its 
falsity is brought forward. In an 
unwillingness to furnish such a 
statement, exhibited year after 
year, the Directory editor’s experi- 
ence teaches him to suspect that 
the withholding of exact informa- 
tion exhibits a desire to conceal the 
true state of the case and thereby 
gain a more favorable rating than 
actual facts would warrant. This 
may lead the Directory editor to 
now and then injure his book by 
giving a rating lower than the pa- 
per might have if its business man- 
ager were more open and business- 
like; but the Directory editor never 
does this unless he js misled, for it 
is his aim to make his book an au- 
thority that may be relied upon by 
those who spend their money for 
the purchase of advertising space 
in newspaper columns, 




















Mr. CHarLtes R. SUTPHEN who 
has been connected with the Pitts- 
burg Times the past fourteen or 
fifteen years in an editorial and 
business capacity has taken a posi- 
tion with the Pittsburg Dispatch as 
advertising manager, 





WANT ADS IN A SMALL 
DAILY. 


Classified advertising is usually 
neglected by publishers of daily 
papers in minor cities. A_ little 
stimulation along proper lines, 
however, will build up a want ad 
department productive of revenue 
and of interest to readers. The 
Evening Star, of Poughkeepsie, 
N. Y., has built up such a depart- 
ment in the past few months by 
publishing want ads at nominal 
rates and creating popular interest 
in them. LaFayette Parks, man- 
ager of the Evening Star, took 
hold of that paper in July, 1904. 
“Up to that time,” he says, “no 
paper in Poughkeepsie had ever at- 
tempted to promote a want ad de- 
partment, and to the casual ob- 
server at that time it would have 
seemed that no such business ex- 
isted here. I inaugurated the de- 
partnient, starting with a two-col- 
umn heading. I made the price 
twenty words for ten cents, and 
the slogan for booming purposes 
Do it to-night.” Wherever prac- 
ticable I had reporters for the 
Evening Star follow-up the ads 
and write news stories of the re- 
sults obtained. ‘As the Star is the 
only paper selling for one cent a 
copy in the town, the small ads 
commenced to bring results that 


were gratifying to us and profit- 


able to the small ad patron. The 
town was repeatedly flooded with 
literature advertising the small 
ads, all such literature citing spe- 
cific instances where the ads had 
brought returns. Any novel idea 
that I could evolve I brought to 
play upon the small ads, with the 
result that soon everybody in town 
was talking about them. The latest 
and perhaps most successful of all 
the ideas yet tried is the cash 
prizes that the Evening Star is 
now offering for the three best 
jingles sent in by readers, describ- 
ing the merits of the small ads. 


PRINTERS’ INK, 
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Jingles are flowing in by the hun- 
dred and are the talk of the town. 

“About a week ago a resident of 
the city advertised in the small ads 
for a wife and received a great 
many applicants. We boomed the 
story along in a news way, thus 
gaining additional fame for the 
small ads. In this way the ads 
have grown in three short months 
from nothing to nearly four col- 
umns every day. These facts may 
be of some interest in pointing the 
way to other publishers who desire 
to push a similar department.” 


CHRISTMAS NUMBER OF 
“LESLIES MONTHLY 
MAGAZINE.” 


Leslie's Monthly Magazine for 
Christmas is a beautiful holiday 
number with sixty illustrations, 
nine short stories and twenty-four 
contributions. 

That’s the dry bones of it. The 
heart and soul come from the 
genial spirit of Christmas which 
pervades the number. In fact the 
number is a Christmas stocking in 





itself. Holman F. Day, Henry C. 
Rowland, Dr. Wilfred Grenfell 
and the rest have crammed it full 
to bursting with good things. Then 
there is the startling story of the 
Great Theatrical Syndicate, and 


how it fights newspaper critics and 
independent stars like Mrs. Fiske. 
It is a generous, big-hearted, right- 
minded Christmas number and has 
a special cover lithographed in four 
colors, 








44 


Advertising Chat, a new PRINT- 
ERS’ INK baby that copies the Little 
Schoolmaster’s typographical form, 
has been launched by Leith & 
Stuart, the New York special 
agents. It deals with the mail: 
order mediums on their list. 





SmitH & THOMPSON have been 
made foreign advertising represen- 
tatives of the Courier, Evansville, 
Ind. Besides being the only morn- 
ing daily in that city, the Courier 
is also the oldest newspaper, and 
combines the prestige of age with 
quantity of circulation that comes 
from aggressive management. In 
the 1904 issue of the American 
Newspaper Directory it is credited 
with a daily average of 11,213 for 
the year 1903. Evansville is the 
second city in Indiana. It has a 
population of 75,000, eight rail- 
roads, nine steamboat lines, 400 
factories employing 25,000 people, 
and a rich whoiesale trade. 





Times are good in the North- 
west, says an editorial in the Min- 
neapolis Journal. Last year the 
wheat crop of Minnesota alone 
was estimated to have been worth 
to the farmers approximately $4o9,- 
000,000. The yield was about 70,- 
000,000 bushels. This year’s crop, 
on account of the peculiar condi- 
tions, cannot be less than 60,000,000 
bushels, and represents a value, on 
the farm, of $60,000,000, after al- 
lowing for that proportion of low 
grade wheat that will not quite 
bring full current prices. Last 
year the value of other Minnesota 
field crops—corn, oats, barley, rye, 
hay, potatoes and flax—was esti- 
mated at $62,000,000. This year 
these crops average better than last 
year. So that, notwithstanding the 
‘oss in the number of bushels of 
wheat grown, it is already clear 
that the value of the field crops of 
the State will exceed those of 1903. 
Minnesota produces annually in 
domestic animals, dairy products, 
poultry and poultry products, ap- 
proximately $40,000,000, and ac- 
cording to government report 
ranks fourth among the S‘ates of 
the Union in value of all farm 
crops. 
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THE Shaw-Shaw agency, Pitts- 
burg, will hereafter do business 
under the name of D. Minard 
Shaw. 

A NEw statement of circulation 
from the Woman’s Magazine, St. 
Louis, covers the year ending w:th 
the October issue. During that 
period the monthly average was I,- 
611,933 copies, which constitutes 
the largest circulation in the world 
for any single publication of any 
character. The statement is illus- 
trated with a handsome half-tone 
of Mr. Coakley, swearing to the 
figures with an unco’ solemnity of 
expression. A schedule of the 
distribution of this immense circu- 
lation by States is also given: 

Maine 

New Hampshire 
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eS ere rem 34,640 
U. S. Possessions .......% 2,961 
Other Foreign Countries... 3,975 














Roy V. SomMervILte, London 
representative of the Butterick 
Trio, has been appointed general 
manager for the Butterick Com- 
pany in Great Britain, Europe and 
some of the British colonies. His 
office will be in London. 





At the annual meeting of the 
Trade Press Association, held in 
New York, November 10, Emerson 
P. Harris, the broker in technical 
journals, spoke upon the principles 
of the technical journal, incidental- 
ly touching upon the editorial 
policies of such publications. He 
said: 


I believe that the conception of edit- 
ing a technical journal is destined to 
undergo some change. The first need, 
it seems to me, is to make the informa- 
tion the paper contains more get-at-able. 
That the whisper of the editor through 
pages of solid six point, will be listened 
to by the reader, while the advertiser 
must shout with poster type is a mis- 
take. There should be much more dis- 
play in the reading matter columns of 
the paper, and perhaps less in the ad- 
vertising columns. The best technical 
journal is made for the busiest people. 
There should be much more breaking up 
with sub-headings, boiling down, epitom- 
izing, graphic representation and a total 
abolishing of items of more than a stick 
without a proper heading. It is as es- 
sential to enable the reader to skip what 
is not for him as it is to permit him to 
see at a glance what he does want. 


The editor’s first aim, utility, can 
only be obtained by approaching his 
work in the right spirit. He should be 


optimistic, should awaken enterprise and 
inspire confidence. He should deliver 
the reader to the advertising pages un- 
wearied and enthusiastic. An_ intelli- 
sig publisher recently said he believed 
e had increased the value of his paper 
to the advertiser four-fold without in- 
creasing its circulation by an improve- 
ment in the tone and helpfulness of its 
editorial columns. This opinion was 
based upon the evidence of thé cash 
book. The pessimistic editor whose 
mourning puts the reader into the dumps 
or whose lack of candor awakens dis- 
trust, is doing a great deal to cancel 
the efforts of the advertiser. The ad- 
vertising pages should be well edited to 
make them as useful as possible to 
teaders. The getting of business ideas 
from the printed page and acting there- 
on, is an acquired habit. Only a part 
of the people in any field make this use 
of a paper to start with. The advertiser 
and therefore the publisher have a very 
vital interest in promoting this habit. 
How shall it be done? First by making 
a paper worth reading and acting upon, 
and second, by advertising it. Much 
more advertising of the contents, utility 
and value of the paper should be done 
in the columns of the paper itself, in 
other papers and through circulars. 
This should be done constantly, even 
among those who already take the paper 
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as well as among those who do not. 
There is a very vital relation between 
the number of readers of a paper, the 
extent of their interest in the paper, 
and the value of the publication and its 
stability as a ig The purchas- 
ing power of the interested readers is 
the final test of value. 


AN EXCELLENT HIS EXCEL- 
LENCY. 





THE Hon. WILLIAM L. DOUGLAs, 
has beaten an old practical politician, 
Governor JOHN LAWRENCE BATEs. 
Like HENRY WILSON, Mr. DouGLas 
is a cobbler in politics. His counte- 
nance is familiar to the whole United 
States. He is one of the most suc- 
sessful of advertisers, and he can run 
a political campaign as well as he runs 
a factory. 

Since the Back Bay was plunged 
into neurasthenia by the election of 
BEN BUTLER, nothing in the gener- 
ally tame politics of Massachusetts 
has given such joy to the unregener- 
ate world as this good fortune of the 
Brockton cobbler. The Sacred Cod- 
fish flaps approvai, and Harvard should 
resume her good old habit of giving 
his Excellency the sheepskin of a 
Doctor of Laws.—M. Y. Sun, Nov. 


9, 1904. 
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In the Plain Dealer, Cleveland 
has a clean, broad-gauged, up-to- 
date newspaper—a paper which has 
been able, without the aid of spe- 
cial premiums or extra editions, 
to increase its daily average circu- 
lation since January, 1904, 17,220 
copies—The Plain Dealer Pub. 
Co., Cleveland, O., Nov. 7, 1904. 


More than 37 per cent of our 
exports for the nine months ending 
with September were manufactur- 
ed products. In no other year 
have they been so large, 31 
per cent being the highest previous 
average, reached in 1900 and in the 
fiscal year of 1904. The total value 
of manufactures sent abroad in 
these nine months was $365,000,000, 
against $311,000,000 for the same 
months of 1903. For the single 
month of September the exports of 
manufactures were $42,000,000 
against $33,000,000 for September, 
1903. Our exports of agricultural 
products for these months were 
smaller than for any previous year, 
aggregating only 52 per cent, or 
$502,000,000. 





Tue Indiana Star League, one of 
the most valuable combinations of 
daily newspapers in the United 
States, has been sold by George F. 
McCullough, its founder, to J. C. 
Shaffer, the Chicago capitalist who 
owns the Evening Post of that 
city. The Star League comprises 
the Indianapolis Star, Muncie Star 
and Terre Haute Star, and was 
built up by successive purchases of 
Indiana newspapers by Mr. Mc- 
Cullough, a traction magnate in 
that State. The price paid for the 
properties is in excess of $1,000,- 
000, of which $800,000 was cash 
and the remainder an assumption 
of bonds. It is stated that Mr. 
Shaffer will conduct the three 
Stars as independent newspapers, 
modeling them on the Chicago 
Evening Post, which since 1901, 
the year in which he purchased the 
paper, has been transformed into a 
vigorous, paying daily journal. 
George A. McClellan remains as 
manager, and the New York and 
Chicago advertising interests are 
to remain in the hands of Charles 
J. Billson, 
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Tue New York Evening Post 
makes some interesting comments 
nay as applied to foot- 


Dr. Walter Dill Scott, professor of 
psychology at Northwestern University, 
has offered one of the most comforting 
explanations of a football team’s defeat 
that has ever been read by eleven sore 
“checkerboard heroes.” A week ago 
Chicago beat the team from Northwest- 
ern by a score of 32 to o. Professor 
Scott says that this did not indicate that 
Chicago’s players were stronger physi- 
cally, but only that their mental state 
was superior. They had to contend 
against fewer elements of pain, which 
reduced their strength,” and encountered 
more elements of pleasure, “which in- 
creased their strength.” Just as factory 
hands can produce more work in a day 
under pleasant conditions, so a winning 
football team, which is really not a whit 
superior, may outplay its rivals who are 
gloomy in the shadow of defeat. As a 
piece of psychological strategy, Profes- 
sor Scott recalls that Parry, one of 
Chicago’s players, made an attempt to 
injure Johnson, Northwestern’s quarter- 
back, in a most ruthless manner, simply 
in order to increase the element of pain 
and decrease the element of joy that 
should affect Johnson’s mind throughout 
the game. On the other hand, when 
Eckersall, one of Chicago’s stars, kicked 
a goal early in the game, he laid up a 
store of joy that helped his team to win. 

LL 


A BUSHEL OF PRAISE. 

“The Little Schoolmaster” is the a 
propriate sub-title of that indispensable 
journal for advertisers, PRINTERS’ INK, 
issued weekly from No. 10 Spruce street, 
New York. 

On October 26 Printers’ INK issued 
a bank and financial edition which covers 
this important branch of business with 
appreciated thoroughness. Without de- 
tracting from the value of this medium 
to those subscribers who may not be in- 
terested in banking and finance, Mr. 
Zingg has managed to include in this spe- 
cial number a surprising wealth-of boiled- 
down information on this important sub- 
ject which cannot fail to interest and 
instruct even the best-informed members 
of the banking fraternity. The close 
relations existing between the financier 
and the advertising expert are brilliantly 
exploited. The Icading editorial is on 
the vital question of bank advertising, 
and is a most sensible and convincing 
array of indisputable facts. This edi- 
torial should be read by all bankers, 
financiers and their employees. In fact 
Printers’ INK can be read with great 
and lasting profit, week in and week out, 
by every man even remotely connected 
with any business whatsoever. Y 

This bank and financial edition 18 
timely, as are all the special numbers 
issued by the Little Schoolmaster. 


The generous advertising carried in 
this number, and, in fact, all numbers of 
Printers’ INK, is a silent though power- 
ful and convincing testimonial of the 
high esteem in which this peerless maga- 
zine is held by business men everywhere. 
—Hearst’s New York American, Oct. 29, 














E. W. Hazen, Western repre- 
sentative of the Curtis Publishing 
Co., was entertained at a dinner 
given by the Ad Club, of San 
Francisco, October - The sub- 
ject of advertising California prod- 
ucts was discussed by the guest 
and his hosts. Mr, Hazen ad- 
vocated a State trademark, to be 
widely advertised, and said that 
wth proper management Califor- 
nia could sell a billion pounds of 
prunes a year. 





PUBLISHERS ought to keep their 
eyes on agencies that do nothing 
but a scalping business—that is, 
give advertisers one-half or two- 
thirds of their commissions, No ad- 
vertising agency can exist long that 
undertakes to place business at a 
profit of less than ten per cent, for 
it costs at least six per cent to 
handle an account. The cheap 
Johns of the advertising business 
have wrecked more advertisers 
than poor ads or poor mediums 
have ever done, for they have 
created in advertisers the belief 
that cheap advertising does the 
work, When advertisers finally find 
that what is cheap is usually dear, 
they are mostly at the end of their 
means and lost to the publishers 
forever —Publishers’ Guide, New 
York. 
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Tue first quarterly convention 
of the Pacific Coast Advertising 
Men’s Association was held at Los 


“Angeles on October 22, This as- 


sociation is now established on a 
firm basis. Two important resolu- 
tions were passed—one deprecating 
the practice of misbranding and in 
other ways cheapening the adver- 
tising value of the name “Califor- 
nia;” the other commending de- 
partment stores which have recent- 
ly been engaged in a campaign to 
popularize prunes and raisins. The 
speakers were: E, W. Hazen, Pres- 
ident of the Agate Club, Chicago, 
Western Manager Curtis Publish- 
ing Co.; Alfred Holman, editor 
and publisher Sacramento Union; 
S. T. Clover, managing editor Las 
Angeles Express; Winfield Scott, 
manager Los Angeles Graphic; C. 
W. Fleming, manager American 
Type Founders Co., Los Angeles; 
H. Stabler, president of the 
association; R. C Ayres, adver- 
tising manager S. N. Wood & Co.; 
J. A. Johnston, advertising man- 
ager Weinstock-Lubin Co., San 
Francisco; Glen C. Barnhart, 
Barnhart & Swasey advertising 
agency, San Francisco; W. D. 
Curtis, Curtis-Newhall Company. 
Los Angeles; J. W. Eccleston, ad- 
vertising manager Broadway De 
partment Store, Los Angeles. 














having no proprieta: 


New York City, November 1, 1904. 





NOTICE. 


THE PRINTERS’ INK PUBLISHING COMPANY, 
Offices: 10 Spruce St., New York, 


are owners and publishers Rowell’s American News- 
paper Directory, issued annually, and Printers’ INK, a 
journal for advertisers, published every Wednesday. 

Correspondence, orders and remittances intended for 
the AMERICAN NEwsPaPER DIRECTORY or PRINTERS’ 
Ink should be addressed as above, or to 


CHAS. J. ZINGG, Business Manager. 


The business of Geo. P. Rowell & Co., owners of the Rowell Advertising 
Agency, also conducted at No. 10 Spruce Street, is a separate concern, 

7 interest in, nor any share in the management or 
control of Printers’ Ink or Rowell’s American Newspaper Directory, 
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THE RELATION OF THE DE- 
PARTMENT STORE AD- 
VERTISING MANAGER TO 
THE SELLING OF GOODS. 


The advertising manager of a 
department store is more than a 
mere adwriter—and the man who 
does not realize this fact is not do- 
ing his full duty to his employers. 
Advertising is only the first step 
toward the selling of goods, and it 
is the advertising manager’s right 
and duty to see that the subsequent 
steps are properly taken. 

One weak point in the average 
department store lies in the fact 
that the salespeople do not know 
the location of advertised goods; 
often it is the case that they do not 
even know that certain goods are 
advertised at all. This condition 
of affairs can doa great deal of in- 
jury to the store and its advertis- 
ing. Customers who ask for ad- 
vertised goods are misdirected or 
have to wait until salespeople hold 
a consultation, are prejudiced 
against the store before they ever 
make a purchase, 


In many cases, salespeople know 
little or nothing about the adver- 
tised goods in their respective de- 
partments—and this is a crying 
evil. Not only should they know 
the “talking points” of the goods 
on sale, but they should know the 
reason for the lowered price. If 
there is a story connected with the 
sale, they should be familiar with 
it, so that there will be no dis- 
crepancy between their representa- 
tions to the customer and the an- 
nouncements made in the advertis- 
ing. 

To do these things, the adver- M 
tising manager must keep in touch 
with the heads of the various de- 
partments. He must insist that the 
sales force be instructed each 
morning what articles are on sale 
for the day, not only in their own, 
but in all departments. He must 
insist that they be thoroughly post- 
ed as to the good qualities of the 
ag on sale in their own particu- 
ar departments. He must see that 
copies of the day’s advertisement 
be sent to every buyer and every 
floor-manager, as well as one copy 
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for, say, every eight or ten sales- 
people, 

show-cards and window 
signs should all come under the 
scrutiny of the advertising man- 
ager, and, indeed, it is preferable 
that such signs be prepared in the 
advertising office Many depart- 
ment heads are, to say the least, 
pronounced optimists when it 
comes to estimating values, and the 
efforts of an advertising manager 
to keep exaggerated statements out 
of his ads may be totally nullified 
by allowing buyers to have their 
price-tickets prepared without the 
oversight of the advertising office. 

The advertising manager should 
be at all times in the closest pos- 
sible touch with every part of the 
store. He should make it a point 
to visit every department at least 
once a day. A few hours spent 
“on the floor,” in actual contact 
with the merchandise and the sales 
force, will afford more real inspir- 
ation than can be gained from 
double the time if spent in an office. 

Newspaper advertising is only a 
means to an end—and the end is 
the selling of goods. Newspaper 
advertising will bring people to 
buy goods—but it is the sales peo- 
ple who do the rést. 

And the advertising manager 
who is content simply to bring in 
the people, and who does not see 
that his duty to the house does 
not end until the goods are actually 
sold, must be blind indeed. 

James W. PEMBERTON. 
~~ 


ALL edvertising space in the Philis- 
tine, Elbert Hubbard’s magazine, as well 
as the “Little Journeys,” is controlled 
by Frederic Gardner, Chicago. In a 
ge booklet entitled “Testimony” 

Gardner gives good opinions from 
adourtinens therein, and calls attention 
to some of the Philistine’s unusual 
points—that it is the smallest publication 
in the world having a paid circulation 
of over 100,000 copies, the only one 
with life subscribers, that it prints less 
advertising than any successful pub- 
lication in the world, and accepts no 
advertising that competes wtih its ad- 
vertisers. 


~ ¢o5-—- --- 

“Tue Star of Canada” is a booklet 
devoted to facts concerning the growth 
of the Dominion as a wisi. the im- 
portance of Montreal, her metropolis, 
and the advertising of the Weekly Star, 
Montreal, which goes to Canada’s en- 
tire farming population and claims a 
weekly circulation in excess of 125,000, 












NOTES. 


A maiLine card from the Kansas City 
Star states that the classified advertising 
of that paper’s Sunday issue lately 
reached the unnrecedented number of 
2,781 separate announcements, occupy- 
ing ten pages. 





Winpow cards gain greatly in at- 
tractiveness when the merchant uses*a 
signature cut for his name—a sort of 
store trademark. These can also be 
used in newspaper advertising and 
booklets. | “Carveth—Artist,” Chicago, 
shows various styles of signature cuts 
in a folder and gives his prices for 
making them. 





Ostrand’s is the name of a weekly 
“journal of thrift,’ sent around the 
town of Valparaiso, Indiana, in the. in- 
terest of Harry Ostrand’s cafe, bakery 
and confectionery shop. The tone is 
sprightly, and there is plenty of talk 
about goods and prices. Such a weekly 
ought to be of high advertising value 
if persistently issued. 


“CoFFEE TALK’ is a comprehensive 
booklet on the coffee; roasters made by 
the Huntley Manufacturing Co., Silver 
Creek, N. Y. Going to retail grocers, it 
shows how the latter can save money on 
coffee sales by roasting their own berries, 
as well as improve the quality of coffee. 
for the consumer. rguments gain 
much from an easy conversational style. 


An assortment of booklets, folders, 
and other advertising literature from 
the Y. M. C. A., Racine, Wis., shows 
that this association believes in adapting 
its publicity to the occasion. The speci- 
mens were employed for promoting night 
classes, physical classes, summer attrac- 
tions, entertainment courses and other 
events, and are all eminently suited to 
their purpose. 





A BEAUTIFUL handbook descriptive of 
Berkley, Cal., is distributed by Youngs 
& Barry, real estate men, that city, 
Views show the city as a residential cen- 
ter and a university town, while descrip- 
tive chapters deal with statistics, cost of 
building, etc. Handsome large maps 
show the region round about and the 
city itself. The only defect would seem 
to be the unwillingness of Youngs & 
Barry to come out a little further into 
the foreground—the book might have 
better advertising value for them. 





THERE is a project afoot to construct 
several underground stores adjacent to 
Philadelphia’s Subway, according to the 
Philadelphia Bulletin. “Those who be- 
lieve in the subterranean shop,” says 
that paper, “contend that if a tunnel 
miles in length may be made light and 
comfortable for thousands of passengers, 
why may not a few blocks be excavated 
as easily, and transformed into brilliant- 
y illuminated stores? This form of 


underground construction has already 
n entered upon as an experiment. 
Such a store is to be occupied in the 
near future at the corner of Twenty first 
street and i 
ork.” 


Fourth avenue, in New 
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ANOTHER GEM. 
120 Sutter Street, 
San Francisco, Nov. 2, 1904. 
Editor of Printers’ INK: 


You thought you did a smart Little 
thing when you Published that gem let- 
ter. You did yourself out of $30, 
Worth of advertiseing on that AD alone. 
We are pleceing considerable Advertise- 
ing for Mail Order Firms and will not 
Patronise any Paper on your of 
Honor, We are pulling in buisness from 
these that we sent ADS to, who are on 
your R,H. 

We receive a Subscription, from D. 
F, Nolan North Sydney N. S. Canada, 
For Printers’ INK also one From South 
Africa, We returned their Money, 
Praphs you better try and get their 
orders. The order from Africa was 
fron W, N. Kingsley Johannesburg. 

We received a Sub from Australia 
for Sweets Advertiseing and a request 
for a copy of Printers’ INK., PRint- 
ers’ INK will never see Australia if I 
can help it 

Yours as long as you deserve it, not 
longer 

Pactric Matt Orper Co., 
Harry Hill. 





> --—— 
ACQUIRING BETTER HABITS. 
232 St. Johns Place, 
Brooxtyn, N. Y., Nov. 12, 1904. 
Editor of Printers’ INK: 

Have had Printers’ INK on my desk 
for fourteen years, but at your new 
price can afford another copy for my 
bedroom. 

Enclosed is check for $2. 

Very truly yours, 
F. V. Crarx. 











Advertisements. 


Advertisements 20 cents a line, Must be handed 
in one week in adrance. Display tupe and 
cuts may be used if red, 


‘WANTS. 
66 ion? 
TION,’ Binghamton, N. Y., 
‘ NER Ai arlos *mfrs’ cidreases’ 
ANTED—Position as line etcher; good union 
man; age, 21 years. Address “X. Y. 7,” 
care of Printers’ Ink. 


XPERT Ph pher wants tion with 
ine or 


I r. Address “ILLUS- 
TRATOR,” care of Printers? Ink. 


‘TRADE daily paper needs business manager, 
referable with few thousand. Address 

“PARTNSK,” P. O. Box 672,-New York. 

WY 4kTED. Position as advertising solicitor 
on daily by an experion + successful 

FRANK BOLLINGER, Akron, Ohio. 

M°% E than 247,000 copies of the morning edi- 
tion of the World are sold in Greater New 

York every day. Beats any two other papers. 


Positions open for competent newspa 
workers in all onrers. Write for 
booklet. ;WSPAPER MEN’S EX- 


man, 


FERNALD’S X 
CHANGE, 368 Main St., Springfield, Mass. 


RADE PAPER—Technical atria man 
(31), high-grade solicitor. absolutely reli- 

atte, wegrain = aon good, by? = 

in N. E. 1 le r. 
TWING Printers’ Ink. ” vine 
NSWEPAPER adve. . (30), practical ad 
writer. capable solicitor, executive, sure 

rasieen ounet. -~ rest —— adve: 

‘or live publication. r 

business refs.“ HIGH-GRADE,” care P-1. 
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V TANTLD-~--Position as business or advertis- 
ing manager on newspaper; ten years’ 
experience on metropolitan pers; employed 
now; 33 years old; highest reference; good 
ary required. Add ress “L, T.,” Printers’ Ink. 


7 ANTED—Responsible agents for States or 
group of States to re; ain oe us in the line 
of Artistic Calendars @ n or bas-relief) and 
other advertising novelties. Address ALFRED 
8. CAMPBELL ART COMPANY, Elizabeth, N. J. 


VERY rete ga and mail-order dealer 
shoulda read THE WESTERN MONTHLY, an ad- 
vertiser’s ——— = Fag oes circulation of ey, 
advertising journa! merica, Sample copy 
free. THK WESTERN MCNTHLY, 81) Grand 
Ave., Kansas City, M 


| ee SALE—One three-deck Scott straight line 

24-page press, with color attachment, good 
as new, four —_ old, prints even and eignt 
columns. Reason for selling. purchased new 
Hoe, 32-page Quadruple Address DES 
MOINES CAPITAL, Des Moines, ‘Towa. 


DVERTISING FACTS and Fallacies, for the 
Infant Classand Grown Ups. Heartof 10 yrs. 
adv. ex! ence by Seth Brown; postpaid 50c.; list 
of all worthy rs ae “Advertising 
as a Business,” $5; we 
employment Sus. PUBLICITY: Go. tesvciana. 
Coe DESIGNER wanted to make series of 
ns for ,Rain Coats, &% and % Coats, 
drawing sketches ton’ engraver. Also 
Skirts. Part of above to be from garments or 
yg ee ed —_ paaee, others to be originated 





by designer. 3 dozen sketches. Address 

Ww. 8S, Zl LL od, Pittsburg, Pa. 

| iy SEEK new ions. Am no d as 
TS ~=] author and deviser of aretemne Pre 

viously had many yeas of the kind of ex- 


perience in manufacturing and mail-order. Can 
uild sales or take any part of the ourden of 

management. Banking experience and refer- 
ences. Address Box 195, Chicago. 


AE Advertising, wants position Dec. 1. 
Experience on newspaper, magazine and 
conabegee work; also magazine cover designing 
on figures and decoration in pen ink wash and 
color, Can show samples and reference as to 
standing. Would Nke to locate in Boston. “J. 
at. C..” ters’ Ink. 


ANTED—Technical writer by a large manu- 
‘acturing concern; must be a reacy wriier, 
re to understand mechanical details and able 
to describe apparatus clearly and concisely. 
State age and sala! Give references and sub- 
mit specimens. Address “TECHNICAL WRIT- 
ER,” care of Printers’ Ink, New York City. 


7 ANTED—Progressive p Siiceee Advertising 
Agency, now placi = e volume of 
business, has opening for orough y competent, 
energetic will only a high- 
grade man, whose record. by “absolutely — ond 
can 


who ca 
rf Address, with full nantioulnrs, PRO. 
RESSIVE, ” care of Printers’ Ink. 


R. MANUFACTURER : 
M 


Thirty dollars —_ 1,000 mail cards, folders 
or blotters, specially designed and illustrated in 
three colors to fit your business and “land” cus- 
tomers. The Lewis Follow-up A nag aoe 
fails. If you want 1,000 new accounts, wri 

us on your letter-head, E. ST. ELMO LEWIs, 
inc» Advertising Specialists, 518 Walnut St., 











ere OPEN—We have hundreds of high- 
business and technical positions pay- 
ing fn $1,000 to $5,000 a year, but we haven’t 
enough capable, experienced men to fill ll 
If you believe you are the right man for any of 


these placcs to-day for booklets. We have 
offices em large cities and offer the surest 
Saar market in —. for every 
cent it is ‘worth, PGOODS (Inc.), Brain 


Brokers, Suite 511, 309 ontear, New York. 


Y YOUNG MEN AND WOMEN 
of ability who seek positions as adwriters 
and ad managers should use the classified co) 
umns of PRINTERS’ INK, the business journal for 
advertisers, —- weekly at 10 Spruce St., 
— York. Such advertisements will be inserted 
cents per line, six words to the line, PRINT- 
+4 INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication 10 the United States. 
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ONCERNING TYPE—A Cyclopedia of Every. 
a da: ga pe oor the ) ade ed Adver- 
ising Man; get “typewise’’; 64 pp. post; 
ag’ts wanted. A. 8, CARNELL, 150 Nassau St. NY. 


W ANTED—Clerks and ot and others with ih commen 
hool educations only, who wish to qual- 
ify for reaay positions at Po week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where. One graduate fills $8, lace, another 
$5,000, and any number-earn $1,i 
clothing adwriter in New York owes his suc- 
cess within a few mpocitne to my teachings. De- 


mand exceeds 
1 POWELL, Advertising on pet 





GEORGE H 
ness Expert, 82 Temple Court, New Yo 
PRINTERS. 
PRINTERS. Write R. CARLETON, Omaha, 


Neb., for copyright lodge cut catalogue. 


Go? PRINTING—500 envelopes, $1.50; 1,000 for 
2.00. Other printing, same rate.” SUN 
PUB. CO., Paulsboro, N. J 


A FLYER—10,000 doagers, size 6x12, printed 
on good news paper on one side, for 0c, 
= thousand; million lots for 20c. per thousand. 
Cash with order. BECKMAN vs ILSON, Ken- 
ton, Ohio. 





IMITATION TYPEWRI PEWRITTEN LETTERS. 


— Typewritten Le Letters of the highest 
ade. We furnish _ matching 
free. Samples for stamp. SMITH PTG. tO. 7 
Bros madway, Toledo, Ohio. 


conseeninectntsthltltenmearitsite 
NEWSPAPER CLIPPINGS. 


T=! MANHATTAN PRESS CLIPPING BU- 
EAU, 2 West 14th Street, New York, gives 


the best service. Advertisements and le 
items a special 
— +> — 
HA LF- TONI ES. 


N° EWSPAPER HALF-TONES. 
7bc.; 3x4, $1; 4x5, $1.60. 
Delivered when cash ‘accompanies the order, 
Send for samples 
KNOXV TLLE ENGRAVING CO., Knoxville, Tenn, 
—_—__+or+-—-—_——_ 


PREMIUMS, 


| ee goods are trade builders. Thou 
& sands of suggestive premiums suitable for 
publishers and others from the foremost makers 
and wholesale aeaiers in jewelry and kindred 
lines, 6500-page list oy! a. 
poblishes annually, 33d_ issue now ready; 
MYERS (0.. 46w, 48-50 52 Maiden Lane, N < 


INSTRUCTION BY MAIL. 
A veers PARTNER WANTED. 





We are teaching Human Nature success- 
fully by mail all over the world, only two kicks 
in four years. Every one needs it and could be 
made to take it, as there is no competition. If 
you have . grit, j and $5,000 to 
draw on, you map come on the ground floor, 
handife a own money, stay at home, direct 
bd campa paign, an and double your cap tal ip a year 

ou are the right man or woman. Success or 
a jure rests entirely with you. Full mvestiga- 
tion asked and given. 


SCHOOL OF HUMAN NATURE, 
Athens, (ia. 


PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Cireu- 
lation 17,000(@©). 253 Broadway, New York. 


PRINTING . 


RINTING at reasonable prices. 
PRESS, Bethlehem, Pa. 


Roll Paper printed—for mills, stores, 


druggists, ete. Can be cut 
or re-wound, as desired. FINK & SON, 5th, above 
Chestnut, Philadelphia. 


1 ite ILLUSTRATED CATALOGUES at $1 
a M in 10,000 lots with V nce a int. a 
fast-selling agents’ goods. Keasonab 
single thousand lots. Sample for stam} poh 
envelope. EK. B. LORD, Milwaukee, Wis. 
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DESIGNERS AND ILLUSTRATORS 
pp mamas. illustrating, engrossing, iumt- 

nating, ergraving, lit ogra hing, art : 
ing. THE KuNSLEY LEY STUDIO, 245 B’way, N. Y. 

—+or 

POSTAGE STAMPS. 


Unused United States and Can- 
adian = stamps in any 
anes All denominations, 
for } - ALFRED A 

road st., N. Y- 


ADVERTISING AGE) AGENTS, 
HE ROYAL ADVERTISING COMPANY, 
largest in the Middle West. Mail-order 





Houses and Men show wisdom who use us, Cir- 
culars, Booklets, Catalogues, Real Estate, Com- 
mercial, etc. Remember, we shake the trees and 
you gather the frait. Write Now. 
THE ROYAL ADVERTISING CO.. 
Ironton, Ohiv. U.S. Mail Dept. 224. 
-———_— +o — 
AGENTS WANTED. 


A gents, 
i with advertising experience, 
wanted everywhere, 
The $am Hoke $ign $hops, New York. 
——— +34- 


ADDRESSES ag SALE. 


¥ 00 FRESH NAMES N. Y. farmers, $1. 
oO» CLARK & CO., A Rag N.Y. 


get THOUSAND names and addresses; all 
new. Cover one hundred Post Offices. A. 
M. KENNEDY, Mart, Texas. 


DDRESSES for Sale—18,0 000 names New York 
P residents of the better class. Guaranteed 
correct. KING, 106 William St., N. Y. 


orcs: list of Stockholders of Cleveland 
Banks and Trust Companies, with ad- 
iresses and number of shares held; 6,000 names; 


wice 
- H. J. VAN RIPER, Cleveland, Ohio. 


per SALE—100,000 names of people who have 
answered our advertisements. A _ live list, 
corrected up to date, be! fon pe on 3x5 cards, 
arranged by aaew Will sell ali or part. 
CK Y-WERNICKE a . 
Formerly The Fred Mac —< Ltd., 
Grand Rapi 8, Michigan. 





———$_+ 
DECORA TED TI) TIN BOXES. 


‘(HE appearance of a packa a kage ofttimes selis it. 
r You cannot im: ioe how beautifully tin 
boxes can be decora’ and how cheap they are, 
uatil you get our samples and quotations. Last 
year we made, among many other things, over 
te: million Cascaret boxes and five million vas- 
+ ine poxes and ey’ any for the tin desk re- 
minder called “‘ Do I ond ad 5. is free; so are 


any ar you may dex 
IKRICAN STOPPER R COMPANY, 
11 Verona Street, 
Brookly New York. 
The inrgeat ‘maker of Tin Boxes outside of the 
ast 


MAIL-ORDER NOVELTIES, 


write to-day for free *‘Book of Specialties,” 

an illustrated catalogue of latest imported 
and domestic novelties, watches, plated jewelry, 
cutlery and optical goods—wholesale only. 
SINGER BROS., 82 Bowery, N. Y. 





eS 2 aed 
TRADE JOURNALS. 
AKDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (O@@). 253 Broadway, New York. 
a te 
MAILING MACHINES, 
HE DICK MATCHLESS M PLE Kk, lightest and 


quickest, Price $12. F. ALENTINE, 
Mfr,, 178 Vermont St., Buffalo, N, Jy 
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ADVERTISING NOVELTIES. 


ig mm Ad ge = ge made—cat. free. 
ets, catal 4 
BURNETT PRINTING CO. Rochester, N. cheap. 


66 \ 7 YSTIC WALLET’—the advertising nov- 
pi elty. Sample and rices, Little 

Traveler” catalogue, 4c. TH SOLLIDAY Y NOV- 

ELTY ADVERTISING WORKS. Knox, Ind. 


ULVEROID SIGNS; lightest, chea: » most 
duraple | Bog oe indoor sign a.” Com- 
plete line of Pulveroid N and 
Samples free. F. k. \PULVER Co., Rody g z. 
——— 


DVERTISE your business with advertis' 
novelties. Buy them direct. I make penci 
holder, toothpick cases, nail file, in leather case. 
Sample of each, 10c. J. ©. _J.0. KENYON, Owego, N. Y. 


st TE for sam; le and pri and Erte new combination 

Kitchen Hook and sill File. Keeps your ad 

before the housewife and business man. THE 

WHITEHMAD & HOAG Cu., Newark, N. J. 
Branches in all large cities. 


NAL of advertising novelties of 
it are to d 


ni Pp 
O. C. MACKALIP 
Adee, Novelty Broker, 
Yoder Law Building, Pittsburg, Pa. 


JREMLUMS OR CONVENTION SOUVENIRS, 
made from nails. ey’re attractive, sub- 
stantial . 7 cheap. Sample, a World’s Fair 
souvenir, 
WICK HATHAWAY'S C’RN, Box 10, Madison, O, 


The he 
Color Barometers. ry 
maiied in 64 envelope, penny postage. $25 per 
1.000, includ imprint. Send 4c. for sample. 
FINK & SON, 5th, above Chestnut, Philadelphia. 


Good Printing at Reason- 
able Prices 


Long runs or short runs, elegant half-tone 
work, Finest of type displays. We don’t mind the 
size of your order. Address PRINTERS’ INK 
PRES*, 45-47 Rose St., New York, 


+ 
+o 


CLASS PUBLICATIONS. 


ARDWARE po ge Rs MAGAZINE. Circu 
lation 17,000‘\@@). 253 Broadway, New York. 
a te 


HOUSE.TO-HOUSE DISTRIBUTING. 


GUARANTEE any advertiser an honest, intel- 
ligent house-to-house distribution of —_— 
tising matter throughout all the leadi ng towns 
and cities in the United States. Fourteen years’ 
experience has enabled me to perfect the best 
ons od and to render a better service than can 
direct or through any other agency. 
WwW rite f for full ticulars. 
IL MOLTON, 
[ nae Advertising Distributer, 
442 St. Clair St., Cleveland, 0. 


+ 
COIN CARDS. 


83 PER 1,000, Less for more; any printiag. 
oO THE CoN WRAPPER CO.., Detroit. Mich, 


1 000 for $3. 10,000, “70,000, $20. peteting. 
Acme Coin Mailer Co., re adison, la. 























MAIL ORDER. 


N AIL-ORDER ADVERTISERS—Try house to 
house advertising; it wiil pay you big. Our 
men will deliver your circuiars and catalogu: 
direct to the mali-order buyer. You can reach 
eople who never see & poe rof any description 
rom one year’s end to another. When once 
reached the rest is easy. We have reliable agents 
well located theomgieeas the United States and 
Canada, and are ina position to place noo advertising 
matter in the hands of any di 
DISTRIBUTORS’ DIRKCTURY mint be sent free 
of charge to advertisers who desire to make con- 
a direct with the distributor. We guaran- 
good service Dorrespondence solicited. 
Nath INAL SeADVERTISING Co., 700 Oakland 
Bank |-uilding, Chicag>, 
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LABELS, 
dh d other f I bot- 
Cork Top “on feures: “FINK & SON, 
Printers, 5th St., above Chestnut, Philadelphia. 
5apaceenaneallatianiagiona 


SPECIALIZED PUBLICATIONS. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 
a 


CEDAR CHESTS. 


M OTH-PROOF Cedar Chests—Made of fragrant 
s Southern red cedar and absolutely proof 
nst moths. Prices low. Send for booklet. 
r TROMONT FURNITO RE CO., Statesville, N 
——— te 


PAPER. 


Be BASSETT & SUTPHIN, 
sean eee St.. New York City. 
rsaspecialty. Diamond B Perfect 
Ww Suite fo for! bigh, grade catalogues. 





SIGNS. 


‘he $am Hoke $i: hops, New York. 
sates oh eat bed St. (North River), 


pana Printed Big $teel Signs. 





[Paeeres Cloth $igns. 
—— Printed Wood Signs. 
oe ad Lithoed Little Tin $igns. 


Te pay the freight. 
W " Get our Prices. 


A gents, 
Fs with Advertising experience, 
wanted in every sind 


rp he Sam Hoke sign 8 Shops, New Yor 
West 52a St. Nort River). 
Bie: mt 


SUPPLIES. 


SE “Reliance” absorbent paper on your 
mimeograph. INK dries quick as a wink; 
neversmuts. Get samples and prices from F!1NK & 
SON, Printers, 5th, near Chestnut, Philadelphia. 


\ D. WILSON PRINTING INK CO., Limited, 
e of |7 Spruce 8t., New York, sell more mag- 
azine cut inks than any other ink bouse in the 
trade. 
Special prices to cash ash buyers. 


y= sample of ‘Bernard’s Cold Water Paste 

will be sent to any publisher, paper-hanger, 
photographer, cigar er or manufacturer 
who uses ste for any purpose and will tert its 
meri.:s. BERNARD’S AGENCY, tribune Build- 
ing, Chicago. 


OXINE—A non-explosive, non-burning sub- 
stitute for lye and line. Doxine re- 
tempers aud improves the suction rollers. It 
will not rust metal or hurt the hands. Kecom- 
mended by the best printers for cleaning and 
protection of half-tones. For sale vy the trade 
and manuf by the DOXO MAN’F'G Co., 
Clinton, la. 


ee 
PUBLISHING oes OPPORTUNI- 


Daas Carte can_buy interest or whole 
local m . Well established, sub- 


that it is a good foundation on which to build 
1 ied 3 $3,000. Established Trade Weekly, 


E. P, HARRIS, 
rele in Publishing Prope 
253 Broadway, New York. 





POSTAL CARDS, 


ES and samples of | of post cards Write 


P*s STANDARD, 61 Ann Street, N. Y. 


PRINTERS’ 








INK. 





BOOKS. 


oo ar TH AT PROT aT. 
& LACE 
Trade-Mark ha Washington, D. 
Established 1869. 


\ AS ENGINES, and How to Run Them, Every 

N user needs it. Simple, lnstructive, and up- 
to-date. 300 Paae* 176 illustrations. Price, 
paid, $2.50. & BRO. & BRO., pubs., Springfield. 0. 0. 


BSHEMES, &, FAKES OF AMERICA 


book ma: 
om re 


a Ba i er, ® brain brightener f for juustlers. 
o} o lar-ge ng eas; postpa: dept 
11, Sg ‘ N & CO 2658 Market St., San Fran. 
cisco, Cal 





(——— 
ADVERTISING MEDIA. 


1 CENTS per line for advertising in THE 
JUNIOR, Bethlehem, Pa. 


ARDWARE DEALERS’ MAGAZINE Circu 
lation 17,000(@©). 253 Broadway, New York, 


DVERTISERS’ GUIDE, Newmarket, N.J. A 
postal curd request will bring sample copy. 


HE EVANGEL, 
Scranton, Pa. 
Thirteenth year; ‘20e. agate line, 


NY person advertising in PRINTERS’ INK to 
theamount of $10 or more is entitled to re- 
ceive tne paper for one one year 


(PHE TROY (0.) RECORD p publishes an average 
of from 2% to 75 more local and county news 

subjects than any other small town daily. The 

RECORD’S average is more than 100 each issue. 


NRABTREE’S CHATTAN:'OGA PRESS, Chat- 

pe tanooga, Tenn., 35,000 circulation guaran 

proven; 150, 000 readers. Best medium 

Sonita for mail-order and general advertising. 

Rate, 20 cents a line for keyed ads. No proof, no 
pay. 


3 INCHES 1 month in 10 Illinois country 
weekly news) apers, § $50. Total circulation, 

ay on application. We 
have other lists in the fiddle West. CHICAGO 
NEWSPAPER UNION, 10 Spruce St., New York 





I 1N SOUTHEASTERN OHIO 
THE ZANESVILLE SIGNAL. 


You can’t cover Ohio by using the big 
city papefs. There is Cleveland in the 
northeast, Toledo in the northwest, 
Cincinnati in the southwest, Columbus 
in the center; but the papers of none of 
them reach eastern and southeastern 
Ohio to any considerable extent. The 
Zanesville SigNaL saw that this was 
“undeveloped” territory, and now 
reaches 64 towns 
Ohio, Zanesville is a town of 30,000 
itself. The SiGNaL is considered a 
mighty good paper for a small city. It 
has the full Associated Press telegrams, 
but devotes itself chiefly to the news 
of Southeastern Ohio. As an advertis- 
ing medium it produces splendid re- 


in Southeastern 


sults. 


IfHE ZANESVILLE SIGNAL, 
James R. Alexander, Publisher, 
Zanesville, Ohio, 





















CARD INDEX Sl SUPPLIES. 


VE money b ‘buying from the pasantact. 
S$‘ urers. inter cand, supplies for all makes o 


cabinets. TANDA RD INDEX CARD CO., 
Rittenhouse Bldg., Phila, 





TYPEWRITER RIBBONS. 


costs a little more than 
ordinary ribbons, but is 
worth more. One for60c.; 





a coupon book good for 
ave, “ Ribbotipes,’”’ $2. 
Money back without talk if you are not satis- 
fled. CLARK & ZUGALLA. 100 Gold St., N. Y. 


tee 
ILLUSTRATIONS. 


XIGNATURE CUTS. stamp for folder. CAR- 
S VETH, Artist, 8, 1612 Wabash Ave., Chicago. 
i . . 


NEWSPAPER BROKER 


18, 00 daily and weekly in 
county seat oy La 000 in Oregon, 

doing énnual business of $27,500, weekly pay 

roll of $226. sell third or half inte: 

Write me for A. propositions. B. J. KING- 

STON, Newspaper Broker, Jackson, Mich. 


> 








FOR SALE, 


Ptor SALE—A new and up-to-date Glass Fac- 
tory on line of rail . Will = at a bar- 
GEO. F. KICHLINE, Easton, 


rus SALE—Two single-! peter linotypes, seven 

years oid; peoeney ts rebui ¥ condition; 
cheap. THE TRIBUNE PUBLISHING OO. Torre 
aute, In 


pe SALE—Spot cash, oy snomse Cat, 
Hot Springs. Ark.; 44 pag pages live 
Hlished Pie 





advertisements. Pa 15 years; 
$3,000 buys office and building. 
OR SALE—One Monitor No. 4 Wire Stitcher 


used we'd bag brand new and guaran 
we. Cost ae check for $75 gets it. THE 
J. GOFF HO. CO., Elkhart, Ind. 


Fy SALE One Advance | Lever Paper Cutter, 
- me a. Cost $90: two months, In 


© $75—f. o. b. 
Tak oe yd. Gore sya , Hllkhest Ind Ind. 


OR SALE—A few Three Color Process Plates, 
in fine conmenn. suitable for Calendars, 
Blotters, Ha Proofs on request and 
stamp. THE D, GOFF LITHO. CO., Elkhart, Ind 


OR SALE—One 3-deck Scott a line, 24- 
page press, with color attachmen good as 
new, four years old, print seven and ‘ight col- 

_ pene nan for selling. pure 


press. Address DES MOINES 
apt Des sty ng Towa. 


OR SALE Rights to inst: to install arid operate an 
Advertising Novelty in territory west of 
New York City. No fabulous profits, but a good 
steady income assw: ress 
GEORGE & BARTLETT, 
Box 275, Norwich, Conn. 


OR SALE TO SETTLE ESTATE—Constitv- 
TIONALIST (country Democratic 
newspaper and job offices. shed 1868. 
av — Cash receipts from Jan. 1, 
904, over wee. Half is orofit. 
splendi cauiiganent. Price $3,000. G. ALLISON 
LLAND, Eminence, Ky. 


OB PRINTING PT.ANT FOR SALE—Very low 
) price, easy terms. Hoe and Cottrell stop 
cylinder presses, in condition and doing 
—_ mqnnlty of work: a quarter and eighth- 

new, jt Pos mong Sher 

iter a ae, “inepnetier 
ete. No typ REPUBLICAN PUBLISHING CO. 
Merden, 





~- 


ADDRESSING MACHINES. 


DDRESSING MACHINES—No type used i in 
the Wallace a addressing ae op ay 
card index system of addressing used b; 
largest publishers throughout the country. A 
or circulars. We do addressing at low rates. 
WALLACK & CO., 29 Murray St., New York; 


1810 Pontiac Blig., 358 Dearborn St., Chicago, Ill, 





PRINTERS’ INK. 
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PRE STANDARD AUTO ADDRESSER is a high 
addressing machine, run card index id my BN or 

foot power. —— embodies card 

Prints visibly; card 

peeenes operation ‘simple. “Correspondence 80- 


B. F. JOLINE & CO., 
128 Liberty St., New York. 


—_—__+or—_———- 
ELECTROTYPERS. 


W E make the electrotypes for PRINTERS’ INK. 
We do the electrotyping for some of the 


largest advertoue in the coun ie Write us for 
rices. EBSTER, CRAWFORD & CALDER, 45 
ose Se., Now York. 
ES 
INDEX CARDS. 
o3 ag all kinds; Ces nel sample and get 
ices before Sa ae E BLAIR 


PRINTING CO. Cincinnati, O 


ely koe 
AD VERTISEMENT CO. CONSTRUCTORS. 


RED W. KENNEDY, 171 Wi 171 Washington St., Chi- 
cago, writes advertising—your way—his way. 


} ANKERS, Photographers—Ask some one 
about our cuts and our writing for adver- 
tisements. ART LEAGUE, 656 Broadway, N. Y. 


ENRY FERRIS, his [FF] mark 
Advertising bag and Adviser, 
Drexel Building, Vhiladelphia. 
627 Temple Court, New York. 


R™4z potekge pond is my epocteity, 
write yours. 

GEORGE I L., SE ‘RVOSS, 

2835 W yoming | St., St. Louis, Mo. 


Ab warns a more. 
Been at it 14 yea 
¥ ED SCARBORO, 
557a Halsey St.. Brooklyn, N.Y. 


yg ed and Folders printed to bring you 


ness 
us us Jost wh what you want and you'll get it. 
‘AN PUB. CO., Makers of Modern ya 
on al Commercial “Printi iting, Columbus, O. 
eight , nice paper, atin 
Booklets, ogp* pages.7 S00 for 1,000, 
$50.00 for 5,000. ar eo a 


i, 
Maker of Profitable Business Literature, 
Fifth Street, near Chestnut, 
jadelphia. 
a hes g of me woul me tl] 
ent of me would prom 
eT pent Bae: ne ptly 


reams 
of avarice,” a Co MH - Pane to Cee it—but 
I DO IMPLICITLY BELIEVE 
that such ‘‘salesmen ” as travel for you hagg* + h 
the mails, ¢. e., your Catalogues » Circulars, Boo 


Let me 








I that your em: 
pave your way 


lets, etc., ht be better “dressed ” and might 
possibly “talk” better if I had the grooming of 
em—a 


a» 

I FURTHER IMPLICITLY BELIEVE 
that my ideas,as they would appear in your 
literature, would secure for you a sufficient in- 
crease in the responses traceable to them—would, 
in short, “cut enough (extra) ice” for you to 
sane the “sting” out ot my bill for “ ption- 

a the necessary ‘ mption ”!! There are 
Jots of men who read this column every week— 


I cling to “humdrum ” conven oes and 
cries futilities in my work. I don 
any man who may think this aimed at him 
fo to showleast than 2 cents’ worth of interest when 
1@ Wri 
No. 35. FRANCIS 1, MAULE, 402 Sqgnsom St. , Phila. 
a. 


Advertising Agencies. 


Advertisements under this head. two lines or more 
20 ons oe. met need in one 
week inadvrance. Display may 

be used if aa 


CALIFORNIA. 
NOLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 


ag pm pd AND SWASEY, San Francisco- 

Large: a fhe wae of Chicago; employ 60 
people; ive, by advising udigiously 
newspapers, billboards, walls, cars, distributing, 
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Oa ag eg L CO., Los Angelos, Califor- | 
nia, Estab. 189%. Place advertising any- 

where—ma es, newspa ers, o> ss 

outdoor. Effective ads. Marketing plans. PACI- 

FIC COAST ADVERTISING. 25c. copy; $2 year. 


DISTRICT OF COLUMBIA. 
~ FOR 3-line Want Ad in 15 jonting ae. 
+) Send for listsand prices. L. P. RELL 
ADVERTISING AGENCY Star Bide. ‘Wash. v.C. 
NEW JERSEY. 

N AIL order advertising a specialty. THK 
4 STANLEY DAY AGENCY, Newmarket, N.J. 
NEW YORK. 

i 


‘GORMAN AGENCY, 220 Broadway, N. Y 
Medical journal advertising exclusively. 


OREMUS & CO., Advertising Agents, 44 Broad 
St., N. Y. Private wires, Boston, Phila, etc. 


LBERT FRANK & CO., 25 Broad Street, N. Y. 

General Advertising Agents. Established 
1872. Chicago. Boston, Philadelphia. Advertis- 
ing of all kinds placed in every part of the world. 


ORTH AMERICAN ADVERTISING CORPO- 
RATION, Woodbridge Building, 100 William 
Street, corner of John, New York. A reliable, 
* recognized ” — advertising agency, con- 
trolling first-c accounts. Customers pay a@ 
fixed service charge on the net prices actually 
paid by the Agency 





OHIO. 
YLARENCE E. RUNEY, Runey Bldg... Cincin- 
nati, O. _ Newspaper, azine, Out-aoor 


po Mh nad “Printing, Designs, Writings 


PENNSYLVANIA. 
HE H. L. IRELAND ob eae AGENCY, 
(Established 18 
925 Chestnut Street, Philadelphia. 


FOLEY & HURNBERGER, 
Advertising Agents, 
1208 Commonwealth Bldg., Phila. 
** Less Black and White, and more "Gray Matter.” 


RHODE ISLAND. 
( F. ang AGENCY, Providence—Bright, 
e catchy “ad ideas,” magazine, news 
paper adv. 


TENNESSEE. 
REFNWOOD ADVERTISING COMPANY, 
¥ Office and Fast, Knoxvilie, Tenn. 
Designers and M’f’rs of Painted Advertising. 
Out-of-dvor Work Contracted "or 
Street Bulletins, Wall, Fence and ‘Out Outs, 
Distributing and Sign Tacking, 


CANADA. 
[= surprising how much can be done in Can- 
ada witb a few papers well chosen and used 


to best advantage. We solicit corremponeence. 
THE DE ESBANATS ADVERTISING AGENCY 
Ltd., Montreal 

_ 








*Bout “Himself” and “His Work” 


The First Edition of “ Excerpts from His 
Scrap Book” is exhausted ; Second Kdition 
now on the press. If your name arrives in 
time, accompanied by Five Red Stamps, 
copy will be mailed you by 


FRANKLYN HOBBS, 
Composer and Editor of Advertising Let- 
ters, at the * Letter Shop” in the 
Caxton Block, Chicago. 











PRINTERS’ INK. 


A map of South Carolina, with statis- 
tics of the State’s mining, manufactures 
and agriculture, is sent out for the in- 
formation of general advertisers by the 
State, Columbia, S. 


THE REALTY 
SYNDICATE 


-$4,600,000.00 
940,901.86 





Capital paid in.. 
Surplus 


Issues Six per cent 
Investment Certifi- 
cates at par. 


Office : 14 SANSOME STREET 


San Francisco, CAL. 


Energetic representatives wanted in 


every State 











Over 1,000,000 Copies 


REGULAR 


Over 500,000 Copies 


EXTRA 


will be mailed in weekly 
issues by 


Che Sunday Seyret Gimmes 


up to Jan. Ist, 1905, to the 
earnest, aspiring, practical 
superintendents and _ teach- 
ers of different denomina- 
tions—each copy being read 
by a man or woman deeply 
interested in what it has to 
set before them. 


8oc. per line or $11.20 per inch 


We Shall Be Pleased To Hear From You. °9 





THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg., Philad’a, Pa. 

















Continuous Counter Check-Books | 


Patent for such soon running out, we offer the 
American and Canadian 
Patent of far improved and better machine for sale, 











x Apply to Moriz & Kummer, Berlin C. 25, Germany. i 
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‘A Costly Switch-Off 


Office of HERBERT M. SCHMIDT, 
89 Prospect Street, Paterson, N. J. 
Nov. 12th, 1904. 















PRINTERS’ INK JONSON, 
New York, N. Y. 
Dear Sir :—Replying to your inquiry as to the reason for 
a “switch-off” after using your inks let me remark, that I 
guess it must have been in a weak moment, after examining 
some very beautiful specimens from a certain concern. I must 
say that their inks are all right, but the price, aye, there’s the 
rub. Next time I need ink—it’s Jonson’s; in fact I am using 
some now that I purchased from you last week. But I'll be 
back. Yours very respectfully, 
HERBERT M. SCHMIDT. 
















Send for a copy of my price list and compare it with what my com- 
petitors charge. I guarantee to match any shade or grade of ink that 
was ever manufactured, and put up the inks in tubes without any extra 
charge. Address PRINTERS’ INK JONSON, 

q 17 Spruce Street, New York. 
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Makes money without advertising. No one else can, 
We offer the readers of Printers’ Ink our 60-page catalogue of 
mailing lists, samples of imitation type-written letters, 
letter-heads, envelopes, etc., free, Having been engaged in this busi- 
ness for 24 years, we are experts and have perfected the only system 
for furnishing Imitation Type-writing, so closely resembling 
the original that they are used by Banks, Wholesale Houses, Manu- 
facturers and others as personal letters. Our mailing lists, cor- 
rected weekly, consist of all classes of people subdivided under their 
proper headings, such as Merchants, Manufacturers, Bankers, Farm- 
ers, Ladies, Teachers, Investors, Mail-Order Buyers, etc. Ask for 
information regarding anything you want or contemplate doing in 
the circular advertising line. Send to-day for our catalogue. 
You would not let it, pass out of your possession if you could riot 
secure another. 


Trade Circular Addressing Co. 
Establish 0. 
ann Shotkass Pines Central 1341. 125 Clark Street 
Automatic 5341. Chicago, Lil. 


Mention PRINTERS’ INK. 
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Eight Only! 


Until the 1905 edition of Rowell’s Ameri- 








can Newspaper Directory is issued, the eight 
publications named in the eight paragraphs 
on the opposite page, are the only news- 
papers- which enjoy the distinction of the 
guarantee star. If those eight papers cared 
to have the opposite page appear as a 
composite paid advertisement in PRINTERS’ 
Ink it would cost each paper $5 per week. 
If four papers only were represented on 
the page it would cost $10 per week for 
each paper. If two only thought it worth 
while to take a page together, it would cost 
$20 per week for each paper, and if one 
alone saw fit to make a splurge—about the 
most exclusive sign which the Directory 
bestows—it would have to plank down 
$40 for one insertion, and in each and all 
cases the price demanded would be nominal 


compared with the advertising value received. 
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In Philadelphia the 
Bulletin is the onl 

GUAR ¥ ah ng hick y 

AN newspaper which pos 

Wiad sesses the guarantee 

star, which — signifies 
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The Star Galaxy. 





that the publishers of the American 
Newspaper Directory will pay one 
hundred dollars forfeit to the first 
person who successfully contro- 
verts the accuracy of the Bulletin’s 
latest circulation statement as 
given in the 1904 issue of the 
American Newspaper Directory. 


In Denver, Col., the 
BUA Post is the only news- 
AN paper which possesses 
usa, 6the §=«guarantee _ star, 
which signifies that the 
publishers of the American News- 
paper Directory will pay one hun- 
dred dollars forfeit to the first per- 
son who successfully controverts 
the accuracy of the Post’s latest 
circulation statement as given in 
the 1904 issue of the American 
Newspaper Directory. 


In Kansas City the 
GUAR Star is the only news- 
AN paper which possesses 
uaa 86the §6guarantee star, 
which signifies that the 
publishers of the American News- 
paper Directory will pay one hun- 
dred dollars forfeit to the first per- 
son who successfully controverts 
the accuracy of the Star’s latest 
circulation statement as given in 
the 1904 issue of the American 
Newspaper Directory. 


In Minneapolis, 
ar Minn., the Tribune is 
aitey the only newspaper 
U3A2 6which possesses__ the 
guarantee star, which 
signifies that the publishers of the 
American Newspaper Directory 
will pay one hundred dollars for- 
feit to the first person who success- 
fully controverts the accuracy of 
the Tribune’s latest circulation 
statement as given in the 1904 is- 
sue of the American Newspaper 
Directory. 


In Pittsburg, Pa,, the 
Post is the only news- 
paper which possesses 
the guarantee _ star, 
which signifies that the 
publishers of the American News- 
paper Directory will pay one hun- 
dred dollars forfeit to the first per- 
son who successfully controverts 
the accuracy of the Post’s latest 
circulation statement as given in 
the 1904 issue of the American 
Newspaper Directory. 


In Los Angeles, Cal., 

AY the Saturday Post is 

AN the only newspaper 

uaa which possesses the 
guarantee star, 


which 
signifies that the publishers of the 
American Newspaper Directory 
will pay one hundred dollars for- 
feit to the first person who success- 
fully controverts the accuracy of 
the Saturday Post’s latest circu- 
lation statement as given in the 
1904 issue of the American News- 
paper Directory. 


In Peoria, Ill., the 
Star is the only news- 
paper which possesses 
the guarantee _ star, 
which signifies that the 


publishers of the American News- 
paper Directory will pay one hun- 
dred dollars forfeit to the first per- 
son who successfully controverts 
the accuracy of the Star’s latest 
circulation statement as given in 
the 1904 issue of the American 
Newspaper Directory. 


In Toronto, Ont., 
the Mail and Empire is 
the only newspaper 
which possesses the 
guarantee star. which 


signifies that the publishers of the 
American Newspaper Directory 
will pay one hundred dollars for- 
feit to the first person who success- 
fully controverts the accuracy of 
the Mail and Empire's latest circu- 
lation statement as giver in the 
1904 issue of the American News- 
paper Directory. 
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BY GEORGE ETHRIDGE, 


For a good many years, the ad- 
vertising of the Rogers-Peet Com- 
pany has been held up as an ex- 
ample of all that is commendable, 
and it is no more than fair to say 
that it is about the best advertis- 
ing of its kind that has nt dl 
in the American newspapers. At 
the same time we all make mis- 








It’s a great thing for your 
coachman to have a great- 
coat ready when a cold snap 
comes. 

Ready here now. 

American box cloth, $38. 
English box cloth, $58. 

Russian style, trimmed 
with Persian lamb, $90 or 
$100, 


ROGERS PEET & CO,, 


258—842—1260 Broadway 
(3 Stores) 
NEW YORK 


ae No. 1 


takes, and the Homer of Rogers 
& Peet, sometimes nods, 

The advertisement here repro- 
duced and marked No. 1, is a palp- 
able nod; the copy is allright, but 
the illustration is not; it is com- 
plicated and confusing, and it is 
certainly a mistake to endeavor to 
introduce so much detail into a 
single advertisement. 

he illustration marked No, 2, 





COMMERCIAL ART CRITICISM 


READERS OF PRINTERS’ INK WILL RECEIVE, FREE OF CHARGE! 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 





33 UNION SQUARE, N.Y. 







fits the copy and illustrates the 
theme, and is also clean cut and 


distinct, much better for news- 
paper work. 
Single column peste are dan- 








Neo 


gerous things to trifle with, and 
the plainer they are the better. 
*K * ok 


This advertisement of Miller's 
High Life Beer is good in some 
respects, for it stood out very bold- 
ly in the publication in which it 
appears. 

There is hardly enough white in 
it to balance the-black. But the 
chief criticism, which can be made 
upon it, is that the picture has 
nothing’ to do with the subject. No 
young man would take bottled beer 


The finest hops, the chowest ‘alt 
water ond Ob bes! brove masy 





micwauxee seen 





along when canoeing with his best 
girl, 

There are scores of ways in 
which to illustrate the uses and 
merits of beer. If this were not 
true it would be permissible to use 
the picture, which had nothing to 
do with the article advertised. 

Under the circumstances the 
picture is certainly not appropriate 

* * * 

This advertisement of the 

Romadka Trunk, is a peculiar sort 
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of thing. The reproduction of the 
trunk is of course allright, as it 
shows the article faithfully. There 
is no serious fault to be found 
with the girl, although she looks 
rather disjointed and out of place. 
The long streamers or _ hair 
switches which ramble about this 
advertisement, seem to have no 
excuse for existence, they simply 

















tend to confuse matters, and cer- 
tainly do not add to the attractive- 
ness of the advertisement. 

This department recently repro- 
duced a Cedar Chest Advertise- 
ment, which occupied a much 
smaller space than this, but was a 
model of good -display. That ad- 
vertisement showed how well a 
small space could be used, this ad- 
vertisement shows how a larger 
space can be misused, 

* * * 


The Lesher Whitman & Com- 
pany ad shown here, is an example 
of trying to do too much at once, 
































and wasting space a{ the same 
time. There are three different 


articles advertised. An attempt 
has been made to illustrate the 
uses of all. The space occupied 
in the original ad was, 4x5%, and 
about half the space is white 
margin. 

White space is a good thing for 
some purposes, but it does this ad 
no good. It would be enough to 
attempt to illustrate the uses of 
one of these articles, but crowding 
in the whole three results in a 
complete failure, 


WEEKLY AD CONTEST. 
THIRTY-FOURTH WEEK, 


In response to the weekly ad 
contest twenty-four  advertise- 
ments were received in time for 
report in this issue of PRINTERS’ 
Ink. The one deemed best of all 
is here reproduced. It was sent 
in by Edward E, Beals, 85 Gains- 


APPLES 


Iam putting up. Baldwin Apples 
‘as: 1 always wanted to buy them. 
‘Fancy table apples, 112 in a box, 
‘each apple papered, each. a ‘large, 
‘perfect apple. TheseI can sell for 
"$1.50 a box, delivered to Boston..& 
Maine freight here, or can deliver 
by express anywhere within 50 miles 
of Boston for $2.00 a box. 

Then I have barrelled apples, not 
‘as large as the table apples, but in 
every way perfect. These I can sell 
for $2.50 per barrel, customer paying 
freight. 

And I have cooking: apples also, 
at $1.00 a'barrel, good fruit, worm- 
jess, or nearly so, reasonably sound, 


E. W. UPTON 
Townsend Harbor, Mass 


boro’ street, Boston, Mass., and it 
appeared in the Evening Tran- 
script of that city for October 25, 
1904. A coupon good for a paid- 
in-advance subscription to PRINT- 
ERS’ INK for one year was sent to 
Mr. Beals as provided in the terms 
of this contest, 




















peated eS 

Tue Budget is a monthly portfolio of 
engravings, sent out to show the work 
of the Barnes-Crosby Company, engrav- 
ers, Chicago. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas 
cards or circulars, and any other suggestions for bettering this department. 





foe window 








There can be but one truthful 
answer to the question that has 
just now, for the hundredth time, 
been addressed to PRINTERS’ INK 
as to the value of trading stamps 
as a factor in getting business. 
The trading stamp not only stimu- 
lates business but, in many cases, 
must be employed in order to hold 
business which, until the advent of 
the stamp, a merchant might have 
counted as much his own as the 
merchandise on his shelves. In 
fact, that is the secret of the enor- 
mous profits which the trading 
stamp companies have squeezed 
out of the retailer. Many a third 
or fourth-rate concern doing a 
steadily diminishing volume of 
business and depending more upon 
sensational methods than meritor- 
ious merchandise, has been put 
upon its feet by the adoption and 
liberal advertising of the trading 
stamp; in many cases has forced a 
competitor whose goods and prices 
would ordinarily be sufficient at- 


tractions, to adopt the same tactics | 


in order to hold his trade among 
the thoughtless who will 
“something for nothing,” no mat- 
ter how much it costs. But, all 
things. considered, the trading 
stamp seems to be a good thing to 
let alone, unless competition forces 
it upon you; for it must be paid 
for, either by the customer, 
through higher prices, or by the 
merchant through smaller net pro- 
fits, and, in either case, the stamp 
company wins. You may be will- 
ing to pay the price for new busi- 
ness, but you must remember that 
you are paying the same price for 
business that would come to you 


without the stamp attraction if | 


your goods and prices are right. 
If your competitor adopts them 
and makes his customers pay for 
them, as he often does, you can 
beat him on prices and still make 
as large profits. If he pays for the 
stamps from his profits, maintain- 
ing his regular prices, you can still 
undersell him and make as much 





have | 


| money in proportion to your “turn 
lover.” It is impossible to make 
any hard and fast rules on trading 
stamps at long distance and with- 
out an accurate knowiedge of local 
conditions; but it is safe to say 
that most of the anti-stamp agi- 
tation that now fills the air and 
the newspapers, from Maine to 
California, has been inspired more 
by those who have used them and 
become disgusted than by those 
who have suffered a temporary 
loss of business through the use 
of the stamps by competitors. | 
know, positively, that, in many 
towns, those who in the beginning 
were most enthusiastic about trad- 
ing stamps and the first to use 
them, have led original movements 
to abolish the stamps in their 
towns and to stop giving up money 
from which they could get no per- 
manent benefit. Within a few 
months there have come to this 
department from different locali- 
ties no less than three or four long 
lists of representative merchants 
|who ' have abandoned trading 
stamps and agreed not to use 
{them in the future. The trading 
stamp is practically a dead issue 
where it has been tried out, and 
its hopes of success must now lie 
very largely in “green fields and 
pastures new.” Like a wire heavi- 
ly charged with electricity the 
stamp proposition is very easy to 
grasp but mighty hard to let go of; 
for some people will continue to 
ask for them, after the wiser ones 
who have discovered the fallacy of 
“something for nothing” have quit 
in disgust and transferred their 
trade to those stores where the 
issues of good goods at fair prices 
are not beclouded by side issues 
that do not count. The stamp peo- 
ple say that the stamp is only a 
convenient method of making a 
| discount. Very well; if you want 
ito make a discount, pay it to your 
| patrons at the time’ of purchase, 
|in cash or in lower prices—not in 
| plush photo albums, cheap chairs 
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and a lot of riff-raff which you or 
your customers must pay for at 
double and treble their actual 
values. Other phases of the ques- 
tion were considered in the April 
13 and July 6 installments of this 
department, at pages fifty-eight 
and sixty respectively. The stamp 
enterprise will now be considered 
as dead and decently buried, and 
will not be referred to again in 
this department except in the 
briefest possible way, if at all, 
For Rental Agents. 
[ 





100 to I 


An agent has a hundred 
chances to rent property to 
an owner’s one. 

An_ agent of experience, 
who is well known, receives 
applications from prospec- 
tive tenants which owners 
would never hear of other- 
wise. 

An agent is looked upon 
to supply them with what 
they want, and is considered 
to be the best person to know 
where such houses as appli- 
cants desire are likely to be 
had. 

Our system of advertis- 
ing, free to patrons, is the 
best method of giving appli- 
cants information with the 
greatest satisfaction to them- 
selves. Get the best here. 


B. H. WARNER CO., 
916 F St. n. w. 
Washington, D. C. 











Timely and Tempting. 


Ccoking Moulds 


Nothing adds_ quite so 
much to the serving of one’s 
dinner as to have the en- 
trees and desserts daintily 
served in fancy forms. For 
| this purpose we have a col- 
lection of tin and china 
moulds that is larger than 
can be found elsewhere in 
New a We have re- 
cently added largely to this 
line and invite your inspec- 
tion. 

Jelly moulds, pudding 
moulds, rice moulds, de 
russe moulds, melon moulds, 
border moulds, Timbale 
moulds, croquette moulds, 
ice cream moulds, cutlet 
moulds, ring moulds, fish 
moulds. 


THE ei a BASSETT 
& COMPANY, | 





—— 








754 Chapel ca 320 State st., | 
New Haven, Conn. | 


‘ 












This Will Please Peters, Who Makes 

Brotherhood — alls Out in Dover, 

J., and Does Some Mighty Good 

Adv ertising Himself in the Trade Pa- 
pers. 


























The Railroad 
Man 


' 
wants Overalls and Gloves 
that will give long, hard 
wear. 

“Brotherhood” Overalls 
are made by a man who was 
a railroad man. He found 
by experience where other 
overalls were lacking, and 
then made an_ improved 
overall that does away with 
the deficiencies of others. 
Jackets, 90c.; Overolls, 85c. 
Hansen Gloves are a mate 
for “Brotherhood” overalls 
in strength and wear. 
McCLAREN, 
Title and Trust Building, 
Connellsville, Pa. 


} 


A Hint i Florists. 



















































| Asparagus Ferns 
10 cents 


Asparagus Plumosus Nanus 


Their extreme’ graceful- 
ness makes them popular as 





table decorations. Strong 
| — as well as beau- 
| tifu 


| We grow them ourselves 
—that’s why we can sell 
them for roc. You'll pay 
about twice that much else- 
where. 

Palms, rubber plants, Bos- 
ton ferns and other decora- 
tive plants in large variety. 
JOHNSON & STOKES, 

217-219 Market St., 
Philadelphia, Pa. 








J 
Small Spaces Are Used Exceptionally 
Well in the Washington, D. C., Star. 


Weather Strips | 
Cent a Foot 


Get your weather strips 
up now before the winds 
commence to blow. We'll 
supply. you with Best Felt 
Strips at one cent a_ foot, 
delivered at your residence. 
Or we’ll send a man to sub- 
mit free - estimate for 
aang -seipoing the whole 
house. rop postal, or 
| | ‘phone Main 626. | 


BARBER & ROSS, 
| 1ith and G Sts., 
| Washington, D. C, 
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Mr. Lafe Young, Jr., of the Des 
Moines (Iowa) Daily Capital, 
sends Printers’ INK an excellent 
full page ad which was published 
in that paper by Younker Bros. on 
the occasion of their thirtieth an- 
niversary in business in Des 
Moines. After a brief history of 
their business, an outline of 
the general policy that has govern~ 
ed the management from the be- 
ginning, 
department store in Iowa, they an- 
nounce a celebration to last to the 
end of the month and invite every 
reader to participate. This is a 
very unusual sort of an ad—a full 
page without a single description 
or a price—but it is one of the 
sober, earnest sort that every store 
should print at long intervals, be- 
cause it seems to give the possible 


customer a look at the people who | 
business and an | 


are back of the 
idea as to what their notions of 
good merchandising are. Of course 
it promises interesting things for 
those who atend the celebration, 
but it does not make the occasion 
an excuse for a sensational sale 
of any sort. In fact, from this 
preliminary announcement, good 
as it is in itself, it would seem 
that Younker Bros. might very 
properly and profitably have made 
the occasion a bit noisier and more 
memorable by advertising a gener- 
al reduction of prices all around or 


really startling cuts in specified 
lines, with items and prices. No 
doubt this was done in later ads; 


at any rate the opportunity and full 
justification were there. I am sorry 


that this ad is too large for re-| 


production here, but the standard | 


the store has set for itself as ex- | 


pressed briefly below may prove 
interesting and suggestive to other 
merchants : 

The determiaation at the outset was to be 
Earnest, Honest and Truthful; 

To sell only Goods of Dependable Character; | 

To prove Conclusively and Beyond Any | | 
Question that Our Prices are the Lowest; 

To eliminate errors to the fullest possible 
extent; 

To satisfy every purchaser with every - 
chase; 

To improve each day and each week in 
methods and system; 

To make every employee feel that he or she 
is a factor in the progress of this business; | 
To build this business for the future as well 
as for the present, 
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and made it the largest | 








Says a Little and Says It Well, 
me a 


| We Know How] 


To Grind and Hone 
Razors, to sharpen all 
kinds of cutlery, to re-steel 
and point picks, to do 
| brazing, to handle brass 
work, to repair lamps, to 
mend umbrellas, to make 
worn footwear whole. 
And we have the 
sary skill, experience and 
equipment to do the work 
just right—in quick time 
at a fair price. Try us. 


PALMER REPAIR CO.,, 
47 Central Street, 
Bangor, Me. 


_ F.C. Strout, 
| is with us. 





neces- 


machinist, 








One From Many of the Sma!l Yet 
Strong Ads in the Philadelphia 
sseste tine 





Paes fe ! 


Those Little | 
Maryland Hams 


Baked and_ served with 

browned Sweet Potatoes, 

Vienna Roll and butter, for 
| 25¢., to-morrow, at 404 Li- 

brary street. Worth coming 
for, a block or two out of 
your way. 


THE RYERSON W. JEN- 
NINGS CO., 


| Behind the Custom House, 
Philadelphia, Pa. 








An Exccllent Introductory for Interest. 
ing. items and Prices. 


¢ 
| Headquarters for 
| School Supplies 


It is easier for you to get 
just what you want here, be- 
cause no other stock of the 
needfuls of student life 1s 
so complete in each of its 
divisions, and so comprehen- 
sive as a whole, as ours 
Not a ten days’ flurry, with 
an illy-assorted stock,—ours 
is the year ’round _head- 
quarters for all school sup- 
plies. And every detail of 
this branch of our business 
is studied as carefully as the 
student studies his most 
favored branch. Here are 
just a few of the items ot 
interest: 

(A long list of items fol- 
| lowed, with prices.) 

HOSKINS, 
904-906 Chestnut 
Philadelphia, 








Street, 
Pa. 
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'A Good Ad That’s Materially Strength- 
ened by That Last Modest Sentence. 


An Excellent Circular Which Rein- 
forces, Through House to House Dis- 
tribution, the Good Newspaper Ads of 
the Fisher Credit Company, of Mo- 
bile, Ala. It Goes Out in a White 
Envelope of Good Quality, Bearing 
the Words, “Let us Pay Your Bills,” 


| Money 
AN EASY WAY TO GET IT 

We loan money on furni- 
ture, pianos, organs, sewing 
machines, horses, wagons 
and personal property of all 
kinds. Goods left in your 
possession, thereby giving 
you the use of both the 
goods and money at the 
same time. You can pay us 
back in weekly or monthly 
payments and everybody is 
satisfied. 

Do you owe a number of 
small hills to take all your 
earnings each week? If so, 
let us advance you money 
to pay them, so you can get 
them all in One Place and 
have but One Place to pay. 

We loan to salaried peo- 
ple. Your ability to earn a 
salary, and the fact that you 
are permanently employed, 
are sufficient assurances 
that you can, and will pay 
back ‘borrowed money. 
Therefore, we will loan you 
money on your Personal 
Note without Security, 

We insure your life. In 
other words, in case of your 
death, while having either a 
salary or personal property 
loan with us, we will de- 
liver a receipt in full to 
your heirs without further 
payment, provided your ac- 
count is not more than Ten 
Days past due. Could you 
expect more liberal treat- 
ment, 

Don’t ask a friend for the | 
loan of a few dollars the 
next time you are _temporar- 
ily embarrassed. You never 
know just how he may feel 
about it. Come to us. You 
would stand in the same re- 
lation to us that your em- 
ployer does to his banker. 
Isn’t that better than bor- 
rowing from a friend? 

The best of people will 
sometimes run short of 
ready money, and it is far 
more agreeable to borrow in 
a business way than to ask 
the accommodation from a 
friend. 

Our capital is large and 
our money is yours to com- 
mand. 

Remember—Easy Terms, 
Fair and Courteous Treat- 
ment to all, and strictly con- 
fidential. 
| THE FISHER CREDIT CO. 
x Mobile, Ala. 
































New Life 
For Old Carpets 


We're good friends to old 
carpets—clean them with 
consideration and bring 
them out bright and smiling 
for another buff with the 
worl 

We re-lay them to advan- 
tage, change the breadths 
and hide the worn spots. 
Follow your ideas or ours— 
we're not above learning in 
our own business. 


THE 
HARRISBURG COUCH 
COMPANY, 
22 N. Cameron Street, 
Both ’Phones. 
Harrisburg, Pa. 
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See How Easily This One Can Be Con- 
verted into a Good Ad for Overcoats— 
Simply by Substituting “Overcoat” 
for “Hot Water Bags” all the Way 
Through, Saying ‘‘Man” Instead of 
“Household,” and Changing Descrip- 


tions and Prices. 


That’s One Good 


Way to Use the Ads You Find in 
This Department. 





‘“Nippy 
Nights 


| Are warning us that 


| believe the oldest inhabi- | 


| 





winter is approaching. These 
heavy early rains, if we can 


tant, mean a dry, cold win- 
ter. Every household will 
need a good hot water bag 
to ward off the ills of such 
a season. Better begin now 
by purchasing a new. one. 
To start the season off right 
we are offering a 3-days’ 
special on hot water bags. 

“W. T. & Co.'s” 2-year 
guaranteed 2-qt. red bags, 
$1.25. (Sold everywhere for 
$1.50.) 

i= (regular = $1.75), 


Goodyear” Seamless 
white, extra heavy bags, 
warranted; 2-qt. (regular 
$1.25), $1. 

2 ~ (regular $1.35), 


$1. 

“Goodrich” white, fully 
guaranteed, 2-qt. (regularly 
$1.00), 75¢. 

sat. (regularly $1.25), 

»* can’t afford to let 
this opportunity pass. 

COLLINS BROS., 
Oakland, Cal. 
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